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The credit men of tomorrow are on their 


way up today—routine men in credit de 
partments and bookkeeping departments in 
the large stores, retail clerks in small stores, 
and too few of them are making proper prep 


aration for tomorrow’s opportunity. 


What better recommendation to these than 


to follow Lincoln’s example: 


“T will study and prepare myself, for some 


day my chance will come.” 


Recognizing the need for specialized credit 
training, the Educational Department of the 
National Retail Credit Association furnishes 
the most comprehensive study course in 
Retail Credit—for individuals or organized 


classes. 





“T Will 
Study and 
Prepare 
Myself --- 
for 
Some Day 
My Chance 
Will 


Come’”’ 


Over 1000 students enrolled in many cities as 


shown by the following list of enrollments: 


Detroit, Mich. 350 Morristown, N. J. 22 
Memphis, ‘Tenn 90 New Haven, Conn. 17 
Charleston, W. Va. 60 Fort Smith, Ark. 16 
Seattle, Wash. 50 South Bend, Ind. 16 
Hartford, Conn. 45 Enid, Okla. 15 
Lexington, Ky. 40 North Platte, Neb. 15 
Omaha, Neb. 33 Bay City, Mich. 12 
Lincoln, Neb. 31 Madison, Wis. 12 
Marion, Ohio 31 Great Falls, Mont. 10 
Wichita, Kan. 31 Pueblo, Colo. 10 
Colorado Springs, Colo, 29 New Albany, Ind. 10 
Austin, Tex. 28 Twin Falls, Idaho 8 
Gainesville, Ga. ae Gary, Ind. 6 
Steubenville, Ohio 27 Grand Island, Neb. 5 


Many other cities have started classes or are in 
process of forming classes in the New Ad 
vanced Credit Course. 


Write today for detailed information 
on courses for class or individual study. 


GUY H. HULSE 


Secretary and Educational Director 


National Retail Credit Association 


1218 Olive Street 


-O- 


Saint Louis, Missouri 
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Credit Granters! 
Read for Profit -- 


“Credit 
Department 
Salesmanship”’ 


By BARTLETT and REED 
Authors of 
“Retail Credit Practice” 


In this new book, these two recog- 
nized authorities tell how credit in- 
terviewing, granting or even refus- 
ing of credit, collection of debts, 
credit service, customer control, can 
all help to get more customers into 
the store to buy more goods. 


Complete, authoritative discussions of 
such important topics as: 


1. Use of selling psychology in 
credit work. 


2. Use of sales promotion to build 
up more charge accounts for the 
store. 


3. Use of letters for both collection 
and sales building. 


4. Use of the newest methods of 
handling the installment credit 
problem. 


These are but a few of the topics cov- 
ered with specific suggestions—“case- 
studies”—from successful experience. 


Designated as official textbook for 
the Advanced Credit Course. 


Price $3.50 


Orders are pouring in. Order your 
copy now, for immediate delivery, from 


National Retail Credit 


Association 
1218 Olive St. St. Louis, Mo. 















EDITORIAL COMMENT 


D. J. WOODLOCK 


Twenty Years! 


HE Business Conference and Convention 

of the National Retail Credit Association in 

Washington, June 21-25, will mark the 
twentieth annual meeting of the organization. 

To the small group of credit managers attend- 
ing the first meeting in Spokane, Washington, in 
1912, twenty years in the future must have seemed 
a long time, but they have passed rapidly. They 
were such busy years—years of accomplishment 
and an ever-forward march of increasing member- 
ship and service. 

The members of the National Retail Credit As- 
sociation can well be proud of their organization. 
Few business or trade associations survive twenty 
years and those that can show a record of contin- 
ued increase in importance and usefulness are in- 
deed rare. 

Twenty years ago consumer credit was just be- 
ginning that expansion and development which 
has made it the most important feature of retail- 
ing—a universal shopping convenience and pro- 
moter of increased sales. It was to meet this 
change that the National Retail Credit Associa- 
tion was organized. The liberalizing of credit 
brought abuse and it was necessary to systematize 
and safeguard credit extension so as to protect the 
retailer from loss and make the credit feature of 
his business profitable. 

During these twenty years the credit manager 
faced many new and difficult problems, requiring 
the most careful analysis and handling. The 
World War brought its economic problems, fol- 
lowed by a period of unprecedented prosperity 
with reckless and extravagant buying. The pro- 
motion of installment selling with its dangers of 
excess, the automobile, radio, electric refrigeration, 
each presented a new problem, and the depres- 
sion, with its unemployment, slow collections, 
business failures, bank suspensions and bankrupt- 
cies is a soul-trying climax. 

Truly during these twenty years consumer 
credit was put to every test and only because of 
the loyalty of the thousands of members of the 
National Retail Credit Association to the sound 
credit doctrines advocated by their Association and 
their use of the service of its credit reporting bu- 
reaus was personal credit made a profitable feature 


ee 


of retailing. It has stood as the most stable of 
all forms of credit during those twenty years and 
even in the trying times we are now experiencing, 

For several years the retail credit sales volume 
has ranged from twenty-five to twenty-eight bil- 
lions of dollars. It required the highest type of 
intelligence and sound judgment to extend this 
credit and hold the average loss to a minimum, 
indicating that the credit manager has grown with 
the passing years and become one of the most im- 
portant executives, not alone in the retail trade but 
in our entire commercial scheme. 

This was only possible through the mingling of 
minds, the exchange of thoughts and continued ed- 
ucation by the National Retail Credit Association, 
If there was no such organization, there would 
have been no unity of purpose, no standardized 
practice, no keeping in step with changing condi- 
tions, no protection for the retailer. 

On this twentieth anniversary we pause to pay 
tribute to all those leaders of the National Retail 
Credit Association who by hard and persistent 
work have made a reality out of the vision of its 
founders. 

We would also like to bring home to those mer- 
chants who have not been interested in the work 
of the National Retail Credit Association, the fact 
that their credit business has been made safer and 
more profitable because of the activities of the 
N.R. C. A., and they should immediately become 
active members of the only organization which is 
rendering a real service to the retailers. 


Credit Does Increase Sales 


HE following from Business Week of 
April 20 is worthy of note. It confirms 
our oft-repeated statement that the credit 
store has a sales advantage over the cash store. 


R. H. Macy & Co., reporting the largest sales volume 
$144,000,000, only 2.14 per cent under 1930, with it 
dividual transactions increased from 54 millions to 61 
millions, or 13.23 per cent greater, shows a decline of 
only 20 per cent in net profits. That the Macy cash- 
selling policy is not entirely depression-proof is, howevet, 
indicated by the fact that sales of the Macy store at New 
York account for the company’s total loss of volume, 
while its affiliate, the L. Bamberger & Co. store @ 
Newark, N. J., still doing a credit business, actually 
showed a slight increase in dollar sales. 
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Do Not Practice False Economy! 








Kill the custom of “direct inquiry” which has fittingly been 
called the “curse of credit business,” by equipping your bureau 
with the latest and most profitable means of credit reporting. 
























Save the valuable time of your subscriber as well as that of your 
own. bureau by employing the fastest and most accurate means of 
transmitting credit information, and thereby enjoy a big profit in 
the form of increased good-will and volume of requests. 


Do as 24 bureaus and over 150 stores have wisely done—econo- 
mize on credit losses—not on credit methods—by using the 


TELAUTOGRAPH for credit reporting. 





Telautograph Installation at the Credit Bureau of Greater New York—Connected to Eighteen Great Stores 


Mr. Graves of the Retail Merchants Association of Fort Worth, Texas, said of 
the Telautograph as recently as May 3rd of this year: 





“We find that the Telautographs, since installation, have materially 

expedited our service to and from our members, and in all respects they 

» of have been very satisfactory and an improvement over the telephone and 
messenger method of giving and receiving information.” 








redit 
re. 5 
The Dallas Industrial Bank and Sears Roebuck Co. Recently Contracted 
—_ for Our Service to the Credit Bureau of Dallas, Texas 
0 61 
ne of 
cash- Send for Literature—Our Man—or Both. No Obligation—Ever! 


wmf LELAUTOGRAPH CORPORATION 


FACTORY AND GENERAL OFFICES: 16 WEST SIXTY-FIRST STREET, NEW YORK, N. Y. 
We Have Forty-Five Branch Offices Serving Over 450 Cities in the United States 
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THIS day of lower prices and declining sales vol- 
ume, it behooves us to try in every way possible to 
increase our sales. For a long period it was consid- 
ered that charge accounts were just so many records 
showing the names of our charge customers and the 
amount due. 

Instead of being just records, accounts now become 
sources of valuable information, showing the inactive ac- 
counts, the number of customers patronizing each depart- 
ment, some sources of ill will, merchandising possibilities, 
and in those concerns not using a control system, our 
popular price lines. From a sales standpoint this infor- 
mation is of valuable assistance to the merchandising de- 


In addi- 


tion to ways already used to increase sales, the analysis 


partment and a sure means of increasing sales. 


of customer accounts is recommended. 

Now that we have decided to analyze our charge ac- 
counts, just how shall we go about it? We would sug- 
gest the following outline, dividing the accounts into 
three groups. These divisions have proved to be the 
most satisfactory and best lend themselves to our pur- 
pose : 

Ist—Inactive Charge Accounts 
2nd—Active Charge Accounts 


3rd—Delinquent Accounts. 


Inactive Accounts 
First we will take up the Inactive Accounts: 
We should undertake a campaign to regain their 
List those customers whose accounts have 
A word 
Do not omit 
the slow ones, because in many instances customers whose 


patronage. 
been inactive for a period of six months or more. 
of caution at this time would not be amiss. 


accounts have been inactive for twelve or more months, 
with records appearing slower than we prefer, are often 
the victims of our lenient collection policy. Call on your 
local credit association for an up-to-date detailed report. 

In compiling this list, provide space for recording 
monthly sales and total sales for the period of the cam- 
paign. 

It has been found practical and is suggested that a 
series of three letters be mailed at intervals of three 
weeks, these letters to express our appreciation of patron- 
age and to inquire if on account of any fault of ours the 


Increased Sales Through 
Analysis of Customer Accounts 


By H. T. CONNER 


Credit Manager, Burden, Smith & Company, Macon, Ga. 


An Address Before the Southern Conference of the National Retail 
Credit Association, Atlanta, Ga., March 22, 1932 


patronage has been withheld, and to express the hope that 
we may soon have them again on our books. 


In our opinion, much better results can be obtained by 
using distinctive stationery, each letter being typewritten. 

The following is the result in two stores of a cam- 
paign to renew inactive customers. 

In store number one the list consisted of customers 
whose accounts had been dormant for a period of nine 
or more months. Credit information on the accounts in 
doubt was brought up to date by the local credit asso- 
ciation. 

This list was furnished to an agency specializing in 
this type of work. The stationery, postage and labor are 
included in the figures. Three letters were mailed at 
Two weeks after each letter was 
mailed the returned letters were checked off the list, re 
ducing the subsequent number mailed. Also the accounts 
of those who made purchases were removed from the list. 


three-week intervals. 


The figures and percentages of sales following are 
based on a list of one thousand inactive customers. 

One hundred sixty-one letters out of the first thousand 
were returned by the post office on account of incorrett 
address, leaving a net total of 839 out of the original one 
thousand. 

A total of 2,491 letters were mailed during the entite 
period of the campaign. The cost of each letter was 
8.4¢. 

This campaign was given credit for all customers f 
this list who renewed their accounts within ninety dap 
from the date the first letter was mailed. 

The number of customers renewing accounts was 2%, 
or 29.6 per cent out of the original one thousand names 
The average amount of merchandise sold each of 
296 customers during the ninety-day period was soa 
or a total of $3,204.52. a 

The entire cost of the campaign was $211.50. 
sales obtained cost .066 per cent. 






In store number two the campaign was handled 
the store, letters being written by part-time help, 
mailing and stamping being done by the regular — 
Special stationery was used, each letter being typewrit 
Inactive accounts for a period of nine or more mon 


e 


(Continued on page 30.) 
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Credit Departments 
will 


“}SAVE TIME rere in sorting checks, vouchers, sales slips, rating tickets, 
ave Ceeees Soe 
Ave SPMCe., . Se oe see 
* SAVE MONEY. ee installation is saving $900.00 payroll per 
Pa . AVE D E 4 A YS in referring to material while being sorted and filed. 


Why not investigate this practical improvement in 
office sorting routine NOW? 


Clipping the coupon puts you under no obligation to 
buy. Let us analyze your present condition and make 
definite recommendations. 


4 SAVASORT CORPORATION 





SAVASORT CORPORATION, 6 Walsan Way, Philadelphia, Pa. 






Gentlemen: 
We sort 


Please send me (without 


bi obligation) one of your free in volume of about daily. 
ed analysis blanks which I will Firm Name 
p the fill in and return to find 


fort ANALYSI S out just how the Savasort we 
vont B LAN K would compare with our City.... 


present method of sorting. Attention of 
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F THE current economic slump has brought no other 
good, it has caused medical men, as well as all others, 
to pause long enough to take personal inventory. As 

they looked about, doctors found commercial credit grant- 
ers investigating mew accounts more thoroughly than 
ever before; found them watching closely every open 
account with a result that the ratio of losses due to bad 
debts has not appreciably increased in commerce. 

But when the same doctors turned their gazes onto 
their own accounts receivable, the overwhelming bad debt 
balance amazed them! Patients, educated to a system 
of credit, have turned doctors, without willingness or 
knowledge, into bankers carrying “outstandings” equal 
to those of many businesses but without any semblance 
of the credit control that those businesses deem absolutely 
indispensable. Of many professions medicine particu- 
larly confronts this as a major problem. 

Strangely enough, the very men who seek the newest 
laboratory methods, the most recent discoveries of science, 
are most reluctant to accept anything “new” regarding 
Only when office 
expense and other overhead must be met, when personal 


the business side of their profession. 


expenses have made demands, only then have doctors 
looked at the accounts in their receivable ledgers. 

In too many cases it has been a sad awakening; in 
many other cases the lesson has not yet been learned. 
The light of investigation has found disgracefully hap- 
hazard records—sadly incompetent books. 

Not infrequently a secretary, capable as a medical 
stenographer or excellent as an office assistant, has had 
sole and complete charge of an account receivable ledger 
that a business man would only trust to a high-salaried 
Yet the same stenographer handles 
your doctor’s bank book as well as the accounts for which 
his time, valuable as any merchant’s stock in trade has 
been exchanged. 

Right here it may be well to make clear that no rep- 
utable physician objects to charity work. He considers 
this part of his duty to medicine, to society. 


credit manager. 


He does not include charity work in the amount on 
his ledger, and he does not protest against it—he enjoys 
it. But against those who pay the butcher, the baker, 


An “X-Ray” of Medical 
Credits and Collections 


By ADOLPH D. BROH 


Credit Manager, The Princess Shoppe, Inc., President, Retail Credit 


Division, Huntington, W. Va. 


and a dozen others, while the doctor waits indefinitely, 
the modern medic justly protests. ; 


How can he differentiate among patients? How can 
the doctor separate those who are good pay, those chron- 
ically slow, and those who are hardened “deadbeats”? 
That is the problem. Obviously, a doctor himself can- 


not handle the problem. 


First of all he is too busy with his own work, the very 
nature of which is far from credits and collections. Sec- 
ond, the handling of credits and collections has gone 
far past the stage where it can be a spare time occupa- 
tion. And third, credit and collection work, though 
in infancy, is itself a profession as specialized, if not as 
technical, as medicine. 

There must, therefore, be developed a neglected phase 
of the profession: “The business of medicine.” 

In the present age this is not at all impractical. By 
far the majority of modern physicians have found it un- 
wise to practice alone. For various reasons, unimportant 
here, the majority of modern medical offices include from 
two to ten or more doctors. 

Here is an excellent beginning. For though one doctor 
alone has not sufficient work for, nor can afford a com- 
petent business executive, a group of associated doctors 
will find such a person indispensable. 

The business of medicine has not been wholly neg- 
lected. Many offices have excellent bookkeeping systems, 
One of the finest 
steps taken by the profession in recent years, one which 


the first step in credit procedure. 


is not yet completed, has been the adoption of uniform 
This in itself, which has been generally done, is 
a foundation step in placing medicine on a sound busi- 
ness footing, placing competition on a basis of skill rather 


rates. 


than price. 

The next step is almost certain to be the formation of 
a credit control, whether it be called that or disguised 
by a so-called more refined title such as “Business Ex 
This must include first of all an investigation 
of new patients. The doctor who draws a credit report 
on a new patient is not a mercenary “Shylock”—he is 


ecutive.” 


practicing sound medicine. 
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Back of every installation of 
National Bookkeeping Machines 
for accounts receivable is that 
conclusion, 


A Philadelphia department store 
reached it after six months’ inves- 
tigation and ordered seventy-five 
Nationals, replacing eighty-five 
other machines on customers 
accounts. 


In New York City, so many 
department stores hold that 
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“When we compared results 


A NATIONAL WAS THE LOGICAL CHOICE” 


opinion that three times as many 
National Bookkeeping Machines 
are-used on accounts receivable as 
all others combined. 


And this very definite preference 
for National equipment does not 
stop in the East. In other cities 
from coast to coast stores have 
standardized on this machine. 
Many have used it for years... 
others have recently changed. 


The National Bookkeeping Machine 
gives results that no other machine 
can give. It is the only equipment 
which combines... full adding and 
typewriting keyboard, complete 
visibility of all writing, automatic 
credit balance, automatic printing 
of ciphers, punctuation and 
tabulation and other features. 





The value of these features in 
dollars saved ... in greatly 
increased accuracy ... in quicker 
results ... has been measured and 
compared over long periods by 
such stores as Altman, Arnold 
Constable, Saks, Stern’s, Filene’s, 
John Wanamaker, Strawbridge & 
Clothier, Frederick Loeser, Abra- 
ham & Strauss, Stix, Baer & Fuller, 
Hale Bros. and scores of others. 
All of them use this equipment. 


Learn for yourself why National 
has been the logical choice for 
others . . . why it should be for 
you. Our representative in your 
city will give complete informa- 
tion. He will show you in actual 
figures the results that can be 
expected. The National Cash 
Register Company, Dayton, Ohio. 


“National” 





BOOKKEEPING AND ACCOUNTING MACHINES 






He is protecting his associates from the numbers who 
have trailed unnecessarily from doctor to doctor leaving 
a wake of unpaid bills as well as those who, for lack of 
prodding, neglect from month to month to pay doctors 
but realizing the importance of their commercial credit, 
pay other bills. Further, such a doctor becomes a benefit 
to his community by helping to maintain a prompt com- 
munity collection policy. 

More personally he can meet his own obligations as 
they mature. He helps his patients by teaching the value 
of credit discipline and thus protecting their credit rat- 
ing, an invaluable asset. Hence, by the prompt collec- 
tion of his own accounts the doctor is of benefit to other 
doctors, the community, himself, and his patients. 

A practical solution, then, to the financial illness of 
the medical profession lies in the grouping together of 
doctors in group offices. This will make possible the 
employment of capable business executives who will 
handle accounts from their investigation to a systematic 
collection of slow and past due accounts. 

There is another point usually overlooked. Let us 
momentarily classify all accounts as good pay, chronic 
poor pay, and those who won’t and never intend to pay, 
leaving out those who are temporarily embarrassed and 
will pay at some later date. 

Class one needs no supervision and will pay promptly. 
From this class comes the income for most of today’s 
doctors. The last class who won’t, can’t, and never in- 
tend to pay can be handled by collection agencies, at- 
torneys, etc. 

But it is the huge middle class, the chronic poor pay 
(which includes approximately 75 per cent of doctors’ 
accounts*), who can, by proper supervision, be made to 
be profitable, regular patients. On the other hand, if 
left alone (as they nearly always are today), they will 
fall sooner or later into the last class and become too old 
to be collected. This is the work of the business ex- 
ecutive or credit manager. 

Thus the practice of medicine will disengage itself 
from the business of medicine and leave each part to 
the specialist in that line. Scarcely any addition to medi- 
cine could be more important to the profession than this 
which will increase respect for the ancient profession 
and give it a deservedly independent aspect. 


Fear, the enemy of all advancement, has retarded this 
progress. Doctors, whose crowded undergraduate years 
find no piace for education in business methods, have 
feared being called unethical; have feared offending pa- 
tients; have feared criticism of colleagues; have feared 
the mention of accounts or payments justly theirs. 

Until this mental cowardice has been met face to face 
by the medical profession, the general public, used to 
following the line of least resistance, will follow its 
almost established doctrine, “Pay Your Doctor Last!” 


*Of 635 accounts of one group investigated by the author, the 
division was: 158, or 25 per cent, satisfactory accounts; 477, or 
75 per cent, accounts chronic slow pay (uncollectable accounts 
were not audited). 








Prescribed 
COURSE 





AccounTinc | 
(Fundamentals of Recordative Ac- 
counting) 


AccountTinc II 
(Advanced Recordative Account- 
ing) 
Accountinc II] 
(Constructive Accounting) 
Accountinc IV 
(Cost Accounting) 


AccounTINnG V 
(Inspective Accounting) 


AccounTinc VI 
(Advanced Accounting Problems) 
Business CALCULATIONS 
Income Taxes 
PsyCHOLOGY 
Economics 
EncuisH I and II 
CorpPORATION FINANCE 
Business Law I and II 


@ Completion of above requires two 
years in the day division. 

@ The Bentley School specializes in 
training men to become specialists 
in accounting and finance. 


@ Excellent living accommodations in 
dormitories, fraternity houses, and 
private homes, at reasonable rates. 








Th BENTLEY SCHOOL of 
ACCOUNTING & FINANCE 


g21 Boylston Street - ‘Boston, —Massachusetts 
H. C. Bentiey, C.P.A., President 
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Getting Maximum Results | 
From Credit Reports 


By B. GRAHAM 


Credit Manager, George Muse Clothing Co., Atlanta, Ga. 


ETTING the maximum results from credit re- 

ports, Mr. Credit Manager, is YOUR job. If 

you aren’t thorough, you are through. Upon 
these reports you base the loan of your company’s money 
to individuals. You are the banker or investor for your 
firm, investing its capital to make a profit. 

It is your judgment that determines to a very large 
extent the color of the ink and the size of the figures in 
the history of the year’s business. ‘Therefore, yours is a 
position of decided importance as well as the most difficult 
in the house. 

Your judgment in the majority of cases is based upon 
the work of your credit bureau as summed up in your re- 
port. These reports are the tools with which you work, 
and relying heavily upon them as you do, it is essential 
that they be good tools. They are made from your 
specifications, to which they must conform as to accuracy, 
the absolute essential. 

Only good workmen with quality materials can produce 
good tools. A regular examination of the manufacturing 
process helps both the bureau and the credit manager. 
The information in your report is gathered from many 
sources, and this task intrusted largely to one man in the 
bureau. 


Is he conscientious? Does he realize that upon his 
work rests the responsibility for many of your decisions? 
Is he “there,” i.e., does he follow every lead? 

Does he know to whom to go for facts and worth-while 
opinions? Does he determine the reliability, knowledge 
Has he the ability 
to distinguish facts from fancies, and correctly evaluate 
them ? 


and fair-mindedness of his informant? 


Fortunately for you, he usually has to be a master 
workman, or he is through. 

We turn now to the trade desk. Here are the folks 
who investigate the applicant’s paying record. They 
secure for you the ledger experience with the applicant 
of all houses given as reference, all houses that have in- 
quired and all houses who, for any reason, may be thought 
tohave dealt with the subject of the inquiry. 

Cooperating with these are the trained workers in the 
various credit departments, to give you the applicant’s 
paying habits and present indebtedness. The other ma- 
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terial in your report is gathered from many sources—the 
newspapers, records of court proceedings, friends and 
enemies of your applicant. 


The inspection completed, you leave, satisfied that the 
manufacturing process insures reliable reports, and that 
your confidence in them is well placed. 

One of these reports, with the ink still damp, is laid 
upon your desk. Immediately you have read it, a tenta- 
tive decision has been reached. The answer is “yes” or 


“ ” 


no. 


Another, or perhaps several readings and you act. If 
the report is favorable you promptly open the account and 
urge that it be used often. If the report is unfavorable, 
you say “NO” and stand upon your report. 
verdict upon the evidence submitted. 
heard ail the evidence? 


A proper 
But, have you 


A credit man of some years back knew most of the 
people who applied for accounts, and because of his 
knowledge was in an excellent position to determine the 
risk involved. The few applicants whom he didn’t know, 
he questioned and investigated closely. 

He had no hesitancy in asking for the facts he must 
have in reaching his decision. He knew he must be his 
own investigator, with no bureau to supplement his in- 
vestigation. 

Conditions have changed greatly, but have not obviated 
the necessity of getting all information possible from the 
man in the best position to give it—the applicant himself. 
Who knows better than he, his business connection, salary, 
income from other sources, worth in property both real 
and personal, its kind and location, present indebtedness 
and to whom indebted, liability as indorser for others, 
number of dependents? 

Who knows better than he, the amount of insurance 
carried and name of company, membership in fraternal 
organizations, names and addresses of relatives and 
friends? Is some friend or fellow worker better informed 
as to his attitude toward his work, his accounts and his 
plans for the future? You need this information to 
intelligently open, limit and collect the account. 

An applicant for a bank loan of $100 has to give all of 
the above information and secure endorsement of his 
notes. You lend $100 of your firm’s capital in the form 





of merchandise upon estimates of practically all of the 
facts necessary to determine the risk involved. 


The estimates come in roundabout ways, making 
difficult a close approximation of the facts. Why does 
this custom persist? Because the bankers stick together 
and demand facts from the applicant—while we credit 
men secure the briefest of information for fear of driving 
away business. 


Perhaps no more severe test is made of your ability as 
a credit man than your resourcefulness in getting this 
information from the credit seeker. That it is possible 
to do this is evidenced by the fact that some credit men 
do consistently, and others do in emergencies. 


Remembering that the interview is really an operation 
on that most sensitive of all nerves, the pocketbook 
nerve, the credit manager can by tactful questioning, sug- 
gestions and conversation painlessly extract his facts. 

When the applicant realizes that it is to his advantage 
for you to know the facts, and that you can get only an 
estimate as to some of them, he is usually willing to 
confide in you. When you explain to him that upon his 
worth, general standing, etc., is based the limit upon his 
account, and that in all fairness to him and to yourself 
you need this information, he will give it. 


Jotting down casually these facts on an application 
blank in the form of a financial statement containing a 
clause that these representations are made for the pur- 
pose of obtaining credit, and with a waiver of homestead 
and exemption rights, and securing his signature, you 
have done your best and are prepared for the worst. 

With such an application and the report to supplement 
and verify it, you have all the evidence necessary to sup- 
port your verdict. 

When you relied upon your report altogether in declin- 
ing the account mentioned, it was most likely for one of 
four reasons: First, a lack of information; or, second, 
unsatisfactory paying habits; or, third, adverse informa- 
tion as to character; or, fourth, insufficient income. 


With an 
application such as I have outlined above, you have a 
complete picture of the applicant’s condition. When your 
report is properly used, that is, to supplement your ap- 
plication, you know all that is possible to be learned re- 
garding your applicant. 


You had not heard the customer’s side. 


Often there are good reasons for the apparently un- 
satisfactory or insufficient information in the report. 
Having talked with the applicant personally, you are 
often able to develop a good customer, where, relying 
upon the report alone, his business and good will would 
have been lost. 

The usefulness of your report does not end with the 
opening or declining of the account. In many instances 
it can be used as the material for a talk on the value of 
a good credit standing, to not only the applicant, but also 
regular customers. When they realize that not only 
creditors, but also prospective customers, employers, friends 
and others not so friendly have access to these reports, it 
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will increase their respect for their standing with a con- 
sequent improved paying record. 

Particularly should such talks be made to young people, 
emphasizing the effect of their credit standing upon their 
progress, and incidentally, its help or source of embarrass- 
ment upon marriage. 

Do you use credit reports to build good will among 
your salesmen? Why bother about the salesmen? First, 
because their friendship and respect for you are invaluable, 
making easier your job, at best a nerve-racking one. 

Second, because they are, so to speak, on the firing line, 
in direct contact with the customer who often confides 
to them bits of information of great value to you. A 
little training along this line will develop much that will 
help you. 

Using your report to explain to them why the customer 
(and often a friend) was turned down, will help them to 
understand your position. Frequently, they are astonished 
at the record of a man whom they have known for years 
and thought “as good as gold.” Ten minutes spent now 
and then discussing a report with a salesman helps him 
to understand that you are trying to work for the best 
interests of the store which, of course, is to his interest. 

When a prompt paying customer becomes slow, or 
something is to be added to a current or past due account, 
a new report is a good investment. 

With the credit report as a part of his collection system, 
the collection manager determines with greater nicety 
when and how to direct his attack upon the debtor's 
assets. 

Where you have relied wholly upon your report in 
selling an applicant who fails to pay and you charge off 
the account, that same report is your only defense when 
the “WHY?” is raised. 

So much for the report as most credit men and bureaus 
know it. 

Some views of the making of this report from the 
credit man’s angle would prove interesting, one in par- 
ticular will be commented on briefly. 

Near the first of this article was mentioned the collect- 
ing of ledger experience for the report. In large stores 
carrying thousands of accounts the giving of this experi- 
ence alone, takes almost the equivalent of one person’s 
working day. Credit men realize that this is a necessary 
part of the expense but have felt for a long time that they 
were giving much, and receiving little in return. 

This condition does not exist in Atlanta. As a result 
of an experiment made by Mr. Gilbert, President of our 
local bureau, the Credit Service Exchange, the merchants 





At the Convention— 


Attend the group meetings every afternoon 
for intimate and open forum discussion of 
credit and collection practices. 
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are given valuable information in return for theirs, in 
the form of reciprocal reports. . 

To illustrate: When George Muse Clothing Company 
gives ledger experience on any account that has a balance 
or has been active within a year, George Muse Clothing 
Company receives a copy of the report that the Credit 
Service Exchange makes. ‘This continuous revising of 
the credit files is a tremendous help and a saving in actual 
dollars. Before mentioning the uses of this reciprocal, a 
few remarks as to the bureau’s side may interest you. 

The giving of these reciprocals has not reduced the 
bureau’s business: On the contrary, it has increased it. 
Many smaller houses particularly, who formerly relied 
upon direct inquiries and the rating book, have become 
users of regular reports. Having used the reciprocals, 
they appreciate the complete information and service given 
in the reports. 

The larger stores who formerly tried to get by on old 
file information have been educated regarding the value 
of up-to-date information. The reciprocals have added 
little to the bureau expense—the additional paper being 
the largest item. Unlike some bureaus, practically all 
reports made by the Credit Service Exchange are written. 

Once written upon a Ditto master copy, any number 
of copies can be made at trifling expense. Mr. Gilbert 
states that his Ditto has paid for itself time and again 
by the savings effected in running off forms for the office, 
heading inquiries, etc., in addition to its use for making 
reciprocals. 






With numbers of these reciprocals received daily they 
aid materially in collection work, and reduce collection 
costs. Occasionally a skip is located by means of one. 
New limits are determined with up-to-date information. 
One firm uses them to follow up and endeavor to collect 
their account from a debtor who has just made a loan— 
the reciprocal showing the report as being made for the 
loan company. 


Good will and increased business come as a result of 
consistent resourceful uses of these gratuitous reports. 
With up-to-date information you may safely solicit the 
inactive accounts and encourage more buying upon those 
used only occasionally. 


Reciprocals showing excellent ratings justify a letter 
of warm appreciation to customers, and they ARE ap- 
preciated. You learn from a reciprocal of a man’s promo- 
tion—this offers an excellent opportunity to create good 
will by a letter congratulating him. 


A reciprocal shows that a customer is being transferred 
or is moving—another opportunity to add to that good 
will by a letter of appreciation of his patronage and 
regret at his leaving. Enclose a letter of recommenda- 
tion to a good store in his new location. 

New addresses gleaned from reciprocals save time and 
postage for the office and advertising department. If 
you are subtle, the right letter to a customer who has 
applied for credit with a competitor may get you that 
business. 
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The Modern Aid to Speed 
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Increase Sales and Profits 
Reduce Printing Bills 
Give Closer Contacts 


Write for Trial Offer 













| Always Specify HEY ER 
| DUPLICATOR SUPPLIES 


Write today for free catalog and price list 
of Cleartype dry stencils, ink, paper and 
other supplies for ALL makes of duplica- 


Every business needs the Lettergraph. With this simple, eco- 
nomical, stencil-type duplicator, collection and sales letters 
are turned out in a jiffy, right in your own office, at a big saving 
in cost of printing. The Lettergraph is simple, easily operated— 
prints letters, circulars, bulletins, ruled forms, etc., without 
type or cuts. Copies anything typed, written or drawn, from 
postcard to letter size, as fast as you turn the handle. Eliminates 
delays, insures privacy. Over 50,000 Lettergraphs in use by all 
types of business. Write today for samples of Lettergraph print- 
ing and 10-day trial offer. Address 


HEYER DUPLICATOR CO., Inc. 
Established 1903 
908 W. Jackson Blvd. CHICAGO, ILL. 





























tors. No matter what duplicator you use, 
Heyer Quality Supplies will give you bet- 
ter work. Guaranteed quality and service. 
Address: Supply Dept., Heyer Duplicator 
Co., 908 W. Jackson Blvd., Chicago, Ill. 
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Monthly Charge Accounts 
Are Not “Thirty-Day’’ Accounts 


By WILLIAM W. WEIR 


Credit Manager, The May Company, Los Angeles, Calif. 


ERE in Los Angeles, we have discontinued the use 

of the term “30-day accounts,” designating them 

always as “monthly charge accounts,” due on the 
Ist of the month and considered overdue after the 10th, 
for the reason that you cannot adopt a Community Credit 
Policy and call the account a “30-day account.” 

As a “30-day account” purchases made on the 15th of 
the month would not fall due until the 15th of the fol- 
lowing month. Those made on the 20th likewise would not 
be due until the 20th of the following month, which is 
directly contrary to the Community Credit Policy which 
terms the accounts payable on the Ist of the month fol- 
lowing date of purchase, and overdue after the 10th. 

There has been considerable discussion here about the 
advisability of charging interest on past due accounts, 
and a few of us are using what we term an “Extension 
Agreement” on charge accounts that become distressed 
to such an extent that it is necessary to accept monthly 
payments. 

Accounts of this kind are restrained until they are 
paid in full, and whether or not they are reopened, de- 
pends upon the manner in which the payments are made. 


We do charge interest, or a carrying charge, on such 
accounts. We feel it is nothing more than fair to make 
this charge, as our merchandise is sold on a cash basis 
and our monthly charge accounts are carried over a period 


of a month as a convenience only. 


We have found very little opposition from customers 
in converting these accounts from a regular account to a 
monthly payment account, handled on our Extension 
Agreement basis. It is our usual custom when an ac- 
count becomes too burdensome for a customer to handle 
on our regular terms, to ask him to call and then in a 
friendly interview place the matter before him, explain- 
ing that we are in a position to help out by placing 
the account on a monthly basis, as previously outlined. 

This carrying charge has amounted to considerable 
money, and we really believe that we have made friends 
for the store. We do know that many accounts have been 
paid which would otherwise have dragged along indefi- 
nitely. 


We have been promoting this idea for the past several 


years, and are gaining more converts all the time. We 
believe it to be a fair way to handle such accounts and 
feel that it will eventually develop into a universal cus- 
tom to charge interest on past due charge accounts. 


The form of “Extension Agreement” used follows: 


The undersigned admits that 
indebted to a corporation, 
upon an open book account for the necessaries of life, 
furnished to and family, 
in the amount of Doliars which 
includes a carrying charge of $ and that said 
corporation has granted an extension of time for the pay- 
ment of said indebtedness as follows: to wit: 
The sum of Dollars, to be paid 
on or before 
Dollars to be paid on or before 19.3 
Dollars to be paid on or be- 
with interest from 
.. upon deferred pay- 
ments until the principal sum shall be fully paid at the 
per cent per annum. 


If default should be made in any payment, as above 
set forth, the whole balance of said indebtedness upon 
said book account with interest at the rate aforesaid, shall 
become immediately payable at the option of said cor- 
poration, without notice. 

In consideration of the granting of the aforesaid ex- 
tensions of time, the undersigned promises, in case suit 
is brought upon said book account, to pay such additional 
sum as the court may adjudge reasonable as attorney's 
fees in said suit. 


Los Angeles, California. 


NE ck ccdaeea es 


One of our Association stickers bearing the Community 


About 90 per 


Credit Policy terms is reproduced below. 





CHARGE ACCOUNT is a monthly convenience, 
payable in full the first of each month, although not 
considered overdue until after the tenth. 
The merchants of this city who are members of this 
Association, have adopted this as a Community Credit Policy, 
and ask your co-operation in maintaining these terms. 


RETAIL MERCHANTS CREDIT ASSOCIATION 
of 405 AnoELEs 
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cent of the retail stores have been sending these out for 
some time with past due statementts, not with the monthly 


which is past due. 
We believe this has been one of the things which has 

assisted us materially in maintaining a high collection 

percentage. 

» 





» » 


Savannah News Lauds Rapid 
Growth of Local Association 


The Associated Retail Credit Managers of Savannah, 
an organization composed of the credit managers of the 
local business concerns and professional men was or- 
ganized on Thursday, April 9, 1931. At this first meet- 
ing a group of men had explained to them the purpose 
of forming an organization consisting of credit managers 
and professional men, and they decided to organize the 
present association. 

On the second Thursday in May, 1931, a committee 
appointed for the purpose, presented the present constitu- 
tion and by-laws of the association which were ratified by 
the members. The officers for the ensuing year were 
elected as follows: A. J. Cohen, president; W. B. Wise, 
vice-president ; Clinton B. Gnann, treasurer; M. B. Wel- 
don, secretary. 


The association has grown from a membership of six- 
teen, present at the first meeting, to fifty-five members 
in good standing, and all members of the National Re- 
tail Credit Association. Several outstanding projects 
have been launched aid successfully handled. Among 
these is the work of rating the county and city employees: 


All persons working for the city and county have been 
rated by each member of the organization, and a list 
with these ratings has been furnished the members of the 
association for reference in the future. This particular 
work entailed a large amount of concerted effort, and 
the members who were working on the project completed 
the task most successfully. 

A uniform “application for credit” blank was adopted 
by the association and is now in use by the members. 
The idea of having a uniform blank to furnish persons 
subscribing for a mew account has been found beneficial 
by the members using them and has simplified the work 
of getting the information on the new customer. 

Probably the outstanding work which the association 
has done since its organization a year ago, was the send- 
ing of so large a delegation to the Southern conference of 
the National Retail Credit Association. Twelve dele- 
gates from the local association were present in Atlanta 
for the meeting and this group succeeded in having the 
1933 conference brought to Savannah. 



















The first anniversary of the association will be held on 
the second Thursday in May, at which time it is planned 
to have an elaborate meeting, with an attendance con- 
‘isting of a membership many times larger than the 
present.—Savannah Morning News, April 3, 1932. 
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bills, but with accounts showing an “account rendered” 


Drive Your 
Message Home! 
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Decalcomania Transfers—can be put on either metal or glass 


Use This Beautiful 
“Decal” Emblem 


—on every credit and collection department 
door. 


—on every cashier’s window. 
—in rest rooms. 


—wherever the public may see it and absorb its 
message. 
















Priced so inexpensively that you may use it freely. 
Attractively finished in four colors: Shield in blue, 


emblem in blue and red, copy and scrollwork in 
gold and black. 


Price 20 Cents Each 


Order From Y our Credit Bureau 


NATIONAL RETAIL CREDIT 
ASSOCIATION 


Executive Offices Saint Louis 
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WortH Notinc«« 


A Digest of Credit News 
For Quick Reading 


High Lights of the Latest Retail 
Credit Survey 


Reports from 501 retail establishments, including 107 
department stores, 82 furniture stores, 56 jewelry stores, 
84 men’s clothing stores, 60 shoe stores, 87 women’s 
stores, and 33 electrical stores, located in 25 cities, with 
a net sales volume of $566,905,909, show a decrease 
in sales for the six months as compared with the same 
period in 1930 of 14.6 per cent. 

But it is estimated retail prices fell from 14 to 16 
per cent and it would appear approximately the same 
amount of merchandise was sold in 1931 as during 1929. 

There were slight changes in open credit and install- 
ment sales. Cash sales increased from 45.5 per cent to 
47.3 per cent. Open credit decreased from 44.1 per cent 
to 42.7 per cent and installment sales decreased from 
10.4 per cent to 10 per cent. 

Collections on open accounts decreased from 39.9 per 
cent to 38.1 per cent and the average turnover period 
advanced from 75 to 78 days. Installment collections 
decreased from 14.3 per cent to 13.8 per cent. 

Average bad debt loss increased from 0.7 per cent to 


0.9 per cent. . + > 


The Bureau of Census estimates the retail sales of 
radios at $640,000,000 annually. 

> >» » 

It is estimated there were 16,679,253 radio sets in 
use April 1, 1932, and the radio industry anticipated 
a replacement of 3,000,000 sets during the year. 

> » » 

First class postage (the only class showing a profit) 
pays a profit of $58,289,027 under the two-cent rate and 
yet a 50 per cent increase is contemplated. 

> » » 

The nine-week Credit Study Course of the Retailers 
Credit Associations of San Francisco and Oakland was 
taken by 1,000 credit managers and assistants. 

> > » 

Thousands of June graduates offer potential possi- 
bilities for the live credit manager to increase sales by 
soliciting gift and wearing apparel buying. 


Reprints of any article appearing in The Credit 
World may be obtained at nominal charge, cost de- 
pending on quantity desired. 


Illness was given -as a cause of failure in 41 out of 
487 cases of business failures analyzed by the Depart- 
ment of Commerce recently. 

> >» » 

Newlyweds spend about $200 for home furnishings 
at the present time, as compared with $700 several years 
ago, according to a survey made in Indianapolis. 

>» » 


» 
More than 25,000,000 citizens, or one-fifth of our 
population are living in states other than those in which 


they were born. ee 


The Census Bureau indicates there are 14,204,149 
persons born in foreign countries living in the United 


States. = & 


Des Moines, Iowa, was the first city to elect delegates 
to the National Retail Credit Association Convention in 
Washington. At the April meeting of the Des Moines 
Retail Credit Men’s Association six delegates were 
elected. It is expected that ten more members will ac- 
company the delegates. 

> >» » 

The very low summer tourist rates on all railroads 
should induce a large number of National Retail Credit 
Association members who have never attended a conven- 
tion, to make the trip to Washington in June. It has 
been a long time since traveling was so inexpensive. 

> >» » 

During 1931 the number of business failures and li- 
abilities involved reached an all-time record: 26,381 fail- 
ures with liabilities ‘of $2,281,000,000. 

> » » 

Our Canadian members are becoming quite active. 
The Retail Credit Grantors Association of Vancouver, 
B. C., has formed a local unit of the National Retail 
Hamilton Credit 
Exchange, Hamilton, Ontario, has also enrolled ten mem- 
bers in a local unit. 


Credit Association, with ten members. 





At the Convention— 


Don’t miss the demonstration of 


“A Model Credit Bureau With a 
Collection and Loan Department” 


Every detail visualized by A. B. Buckeridge, 
General Manager of the Credit Bureau of 
Greater New York. 


— 
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San Francisco-Oakland 
Credit Study Course 


Interest in Association activities in 
San Francisco and Oakland centered 
in the credit study classes held in 
both cities from Monday, January 18 
to March 17. To plan, organize and 
carry on the exhaustive work of 
credit study required the full energy 
and time of the officers and directors 
of each Association as well as the 
time, effort and energy of most of the 
experienced credit managers of San 
Francisco, Oakland and Berkeley. 


Covering a period of nine weeks, 
eighteen lectures were given. The 
meetings started promptly at seven 
o'clock and adjourned at nine. This 
gave two lecturers each evening ap- 
proximately forty minutes, with 
twenty minutes remaining for ques- 
tions and open forum discussion fol- 
lowing each lecture. 


Skits Add Interest 


Without question one of the most 
interesting, entertaining and educa- 
tional features of the lectures was the 
presentation of skits or dialogues por- 
traying typical, practical credit of- 
fice problems that must be met every 
day. When Mrs. High Hat indig- 
nantly called at the credit office in 
response to a letter and wanted espe- 
cially to know why she had not re- 
ceived her merchandise which she 
must have before leaving for Del 
Monte early the next morning, no 
one enjoyed the scene more than 
many sales persons who were getting 
their first real insight into some of 
the workings and problems of a prop- 
etly conducted credit office. 

Anyone can say “Yes,” but the 
demonstration showed how it requires 
Patience, tact, perseverance, and 
about all the other good qualities to 
cope with a person of Mrs. High 
Hat’s temperament, to explain how 
she is owing $275 for accumulated 
purchases for the past eight months, 
has paid only $25 on account, and 
the store must have a payment of 
$200 before further charges are 
added, even though this might mean 
the sacrifice of the pleasure of the 
planned trip to Del Monte. 
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A Service Institution 


Route of 


CENIC IMITED 


The scenic route to and from the west. Be- 
tween St. Louis and Kansas City, Colorado, 
Salt Lake City, San Francisco via the Royal 
Gorge and Feather River Canyon. West- 
bound leaves St. Louis 2:02 pm. Eastbound 


arrives St. Louis 4:05 pm. 
AN 


*L 


The sunshine route from California and the 
southwest. Arrives St. Louis at 8:20 am. 
From Texas cities the SUNSHINE SPECIAL 
arrives St. Louis at 11:30 am. The 
SUNSHINE SPECIAL south and west 
bound to Texas (stopover at El Paso for visit 
to Carlsbad Cavern and Juarez, Mexico— 
just across the border), New Mexico and Ari- 
zona to California. Leaves St. Louis 6:30 pm. 


Use These Diverse Routes 


enroute to and from the 


ANNUAL CONVENTION 
National Retail Credit Ass’n 


Washington, D.C. +- June 21, 1932 


Further j 
a Ss MISSOURI 

— 5 J 

4 PACIFIC 
P. J. NEFF ' LINES 
Asst. Vice-Pres. ~S 
St. Louis, Mo. 
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No Credit Granter Can A 


SOME OF THE SPEAKERS Speakers of 


Mt u“ 
open-forum 

minute demons 

ods—entertai 


Dr. Julius Klein, Asst. Secy., United States Department of Commerce. 
William W. Everett, Vice-Pres., Woodward & Lothrop, Washington. 
John Guernsey, in Charge Retail Census, Department of Commerce. 
Harold H. Levi, Vice-Pres. & Genl. Mgr., The Hecht Company, Washington. Twentieth 
William Nelson Taft, Editor The Retail Ledger, Philadelphia. W ashingt 
John A. Reilly, Vice-Pres., Federal American Bank & Trust Co., Washington. 
Lawrence McDaniel, General Counsel, National Retail Credit Assn., St. Louis. 
G. C. Driver, Credit Mgr., The May Company, Cleveland, Ohio. 
E. G. Graves, Secy., Retail Merchants Association, Fort Worth, Texas. 
W. J. Morgan, Credit Mgr., Brooks Brothers, New York. 
W. A. Cory, Mgr. Libel Dept., Employers Reinsurance Corp., Kansas City, 

Missouri. 
J. L. Ferciot, Asst. Genl. Mgr., Western Union Telegraph Co., New York. 
O. L. Pfau, Credit Mgr., Strouss-Hirshberg Company, Youngstown, Ohio. 
J. R. Hewitt, Chairman Legislative Committee, N.R.C.A., Baltimore. 
R. P. Shealey, Washington Counsel, National Retail Credit Assn. 


James D. Hays, Chairman, Service Department Committee, N.R.C.A., Harris- 
burg, Pa. 


Chas. W. Harvey, Credit Mgr., Gilchrist Company, Boston. 
Rev. Allen Stockdale, | 


Banquet Speakers. 
Strickland Gillilan, | 


Make Reservations Now—Write: 


MARTIN M. WATSON 


c/o Dulin & Martin Company 
Washington, D. C. 


- May flower Wheed quar: 


NATIONAL RETAIL 


Executive Offices 
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\# to Miss This Convention! 


te — practical SPECIAL FEATURES 


n” liees—up-to-the- 
onstidficiency meth- 
tain Don’t miss it! 


GROUP MEETINGS 


Intimate, rapid-fire, ““open-forum” discussions of Credit De- 


ia Fo : ye partment detail—every afternoon. 
Department Stores Finance 
j | Women’s Wear Automotive 
pe te Men’s Wear Hardware and 
Furniture Building Material 
R Jewelry Public Utility 
eames Shoes 


On mas 





MODEL CREDIT BUREAU 


Demonstration of a model credit bureau with a collection 
and loan department. Every detail visualized with the most 


modern equipment. 


Staged by A. B. Buckeridge, General Manager, The Credit 


Bureau of Greater New York. 


ENTERTAINMENT 


Mardi Gras excursion—on Steamer “‘George Washington” 
—down the historic Potomac. 


Sightseeing Trips: Visiting the Capitol, White House, Con- 
gressional Library, Washington Monument, Bureau of Print- 
ing and Engraving and other points of interest. 


Washington Bicentennial Pageant in Sylvan Open Air 
Theatre—5000 actors in costume. 


And, of course, the Annual Banquet and Ball! 


LIEDIT ASSOCIATION 


ices Saint Louis 
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A Budget Payment Plan 
That Keeps Collection Losses Down 


By WILFRID REDMOND 


EVERAL instances were investigated by the Cloth- 

ing Group of the National Retail Credit Associa- 

tion in convention at St. Louis in 1931 where 
stores showing three-fourths of 1 per cent loss in open 
accounts had, in the same year, losses as high as 6 per 
cent in budget plan accounts. 

At the same time and for two years running the Cot- 
ifell Clothing Co., Denver, of which William E. Glass, 
a director of the National Clothing Group, is credit 
manager, has had losses no greater with budget plan ac- 
In 1931 the losses 


with both accounts was one-fourth of 1 per cent. 


counts than with open accounts. 


Several years ago when the budget plan of selling 
clothes first swept the country—and the broom in the 
majority of cases turned upon the sweepers—the Cot- 
trell Clothing Co. along with other houses tried it out 
They exploited it, 
invited new accounts, created special mark-ups, and made 


in the popular manner of that day. 


all of the other experiments so prevalent at the time. 
The plan was discontinued after a time and Cottrell’s 
went. quietly back to the less spectacular business of 
selling clothes, when on credit, the open charge account 
way. 

But even more quietly, about two and one-half years 
ago, the store installed the budget plan again and this 
time it worked and doubled credit business. 

“We attribute this to the fact,” says Mr. Glass, “that 
we have the same rules for the opening of budget ac- 
counts that we have for our regular charge accounts. 
We take our customer’s application for credit, and after 
it has been approved, give him the choice between an 
open account and a budget account. 


Why Budget Plans Fail 


“Tn my opinion many stores fail with the budget plan 
because they have more lenient rules for the opening of 
such accounts than they have for regular charge accounts. 
Poor risks get in and heavy losses naturally follow. 

“When the Clothing Group investigated those cases at 
St. Louis last year where budget plan losses were as 
high as 6 per cent in the same stores having open charge 
account losses of only three-fourths of 1 per cent it was 
found in all such instances that two sets of rules governed 
the opening of the accounts. The credit man _ took 
chances with the budget accounts and added up his year’s 
totals sorrowing. 

“Why budget plan accounts? Because they stimulate 
business and give added service to the customer. When, 
after studying an account, we are assured he is a good 


prospect for the budget plan we induce him, if we can, 
to try it. The result is, on the average, twice the amount 
of business from him that it was on the open account. 

“Who takes the budget plan? Not entirely the mod- 
est salaried man who buys one suit of clothes every six 
months, by any means. Corporation lawyers, physicians, 
business executives of high standing in the community 
have taken advantage of it—men who like to replenish 
their wardrobes completely with new suits and furnish- 
ings for the season and for convenience’ want to appor- 
tion the payments over a period of three months.” 


How the Plan Operates 

No contracts, interest or carrying charges are involved 
in the opening of budget plan accounts. The minimum 
purchase is a suit of clothes. The equivalent—an over- 
coat or about $25 in furnishings also fulfills the require- 
ment. 

The customer pays 25 per cent down and the balance 
in ten weekly payments or, if it suits his convenience 


(Continued on page 24.) 


At the Convention— 


Hear John Guernsey, in charge of the Retail 
Census, U. S. Department of Commerce: 








“Why They’re Building a Monument 
to the Retail Credit Manager” 


John Guernsey 


They build monuments to the dead—they 
also build them for great achievements. 
Guernsey knows and has facts and figures to 
back up his knowledge. 


- , - 
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For Installment Credits 
By WILLIAM NELSON TAFT 


Editorial Director, Retail Ledger Publications 


Extracts from an Address Before the Southern Conference of the 





installment credit is, many stores would be breathing a 


It appears safe to predict, therefore, that installment 
selling will increase in 1932, just as it increased in 1931, 
especially since many department stores are deliberately 
stimulating this type of buying in preference to open ac- 
counts—possibly because they are tired of deluding them- 
selves with the thought that those who bought on open 
accounts and paid only a portion of the amount due each 
month were availing themselves of the “open account 
privilege” instead of saddling a new installment account 


on the store without the safeguard of a signed agreement 


Naturally, in the handling of installment business in 
1932 the same safeguards are necessary as in the past, 
with particular emphasis upon a down payment large 
enough to give the purchaser a feeling of equity in the 
property sufficient to discourage any serious lapse from 
the terms of the contract and the application of the in- 
stallment system to merchandise costing not less than $50 


Also, when the goods sold cannot be repossessed with- 
out the danger of serious loss through style changes, the 
rigors of wear, and the like, care should be taken to see 
that the size of the down payment is increased and that 
the terms of the sale are shortened. 


Right now one of the most serious questions of this 
type arises in connection with the sale of electric re- 
frigerators on the “no-down-payment, 25c-a-day” basis. 
Here, as A. B. Buckeridge, Executive Manager of the 
Credit Bureau of Greater New York, told the National 
“The 
hope is that a new machine is not developed at half the 
price of the old ones before the old ones are paid for.” 
Unquestionably, the quarter-in-the-slot idea is one which 
will greatly stimulate the sale of this type of merchandise. 
But, equally unquestionable, it is one which will lead to a 
lot of grief if cheaper refrigerators are produced before 
a considerable number of quarters have been turned over 


Dry Goods Association recently, only 


1 National Retail Credit Association, Atlanta, Ga., March 22, 1932 
ix 
S, 
ty 
sh NE of the points continually raised in connection 
h- with the credit problems of the current year is whole lot easier. 
yr that of the effect of installment selling, both 
upon stores and upon their patrons. 
Some years back when this type of selling first began to 
be widely exploited many authorities issued warnings that 
ed any marked decrease in the prosperity of the nation would 
am entail a crash in the entire financial system, because so 
er many retail patrons had mortgaged their incomes for 
re- years in advance to meet the terms of their installment 
contracts. 
nce The marked decrease in the prosperity of the nation 
nce arrived. But installment credit has proved that it can 
weather a stiff storm, for the last semiannual report on or lease. 
retail credit, issued by the U. S. Department of Com- 
— merce in conjunction with the National Retail Credit 
Association, showed that installment selling dropped only 
6 per cent in the January-June half of 1931, while 
open credit sales declined a full 1 per cent—fairly con- 
clusive proof that installment credit has taken its place 
a a permanent part of the business structure of the coun- 
try and that it is here to stay. 
True, installment purchases have fallen off. But they or, preferably, $100. 
have not dropped to the extent to which buying on open 
accounts has decreased. Installment collections have not 
sowed up appreciably and the number of repossessions 
has increased to only a slight degree. All of which points 
to the fact that there was little sound foundation for the 
storm warnings about the danger of installment selling 
issued in many quarters only a few years ago. In fact, if 
general retail credit were in as sound a position today as 
(no ea RRS ERG IR RE re 
At the Convention— Retail 
Hear William Nelson Taft, Editor “The Re- 
tail Ledger,” on this all-important subject: 
“The New Profession of Credit 
ey Salesmanship” 
ts. It will be worth the trip to Washington to 
to get this up-to-the-minute vision of the job of 
the credit executive of today. 
le 
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to the store that made the sale. 


Two Important Announcements 
On the “Credit-Sales” Contest 


1. The Retail + he 2. Extension 
Ledger Award: of Time Limit; N 


Sponsored by the Retail RETAIL eae: Because of this added in- 
Ledger, this beautiful BW terest, the time limit of § ‘ce « 
silver plaque, 22 inches this contest has been ex- ff day, 
high, will be awarded to ' A is: | tended to June 1, 1932, § public, 
the first-prize winner, in Entries postmarked after Bf 
addition to the cash prize ; midnight, June 1, will not § ™anag: 
offered below. WN) RETAILS Rep, ay be accepted. largely 
MAI \ is gene 
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yet we 
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THE CONTEST THE JUDGES _— 

The National Retail Credit Association offers three A Committee of Three—a Leading Merchant—a Sales ha 
prizes for the best credit sales plan which has pro- Expert—and a Department of Commerce Official. Since 
duced the greatest increase in credit business. In tconom: 
addition, the Retail Ledger Award will go to the THE RULES acted 0} 
first-prize winner. . The contest is open to all members of the National Retail pont! 
Credit Association. necessa1 

THE PRIZES . The size of the organization, volume of sales or kind of of the 
$25.00 First Prize business will have no bearing in judging the merit of the J ‘edit 1 
15.00 Second Prize plan. gers m 
10.00 Third Prize . The plan must be one which has been actually tried out, sion ou 


Each of the three winning plans will be presented to the and not theoretical. Scien: 


20th Annual Convention of the National Retail Credit As- . Contestants must describe plan in full and give detailed § profits , 
sociation in Washington in June. account of results obtained. oughly 


. Write your plan on blank paper, and on a separate sheet # possibi]i 
THE TIME LIMIT write your name and address, enclose both in one ef 


Midnight, June 1, 1932. velope and send same to 


ales * 
He Cc 
“CREDIT SALES PROMOTION” wovides 

with his 

National Retail Credit Association ale 


He can 


1218 OLIVE STREET ‘ : , ‘ ST. LOUIS, MISSOURI J™ wt 
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The Importance 








O DISCUSSION of the conquest of the depres- 
sion can fail to take into account the importance 
of credit and of the credit manager. The impor- 
tance of credit and of the credit men are not appreciated 
today, nor have they ever been fully appreciated by the 
public, by employers—or even by the credit manager him- 
self. The all-pervasive nature of credit and of credit 
management in our modern economic society is still 
largely ignored, and a real grasp of their fundamentals 
is generally lacking. 











We talk glibly of our modern “machine”’ civilization, 
yet we fail to see what is more fundamental, namely: 
that under all these marvelous machines, tremendous fac- 
tories, great banking institutions, far-flung railroads, am- 
bitious real estate undertakings and all other business 
ativity stretches the thin and delicate fabric of credit 
upon which modern economic life moves. 






Business overexpansion and crisis are necessarily tied 
w with credit inflation. Business depression is inevitably 
connected with credit deflation. Thus is indicated at 
me and the same time the present importance of credit 
and of the credit manager. 














Sales : : . 
Since credit is the greatest business force in modern 


economic society, for 90 per cent of all business is trans- 
ated on credit, and business revival is largely dependent 
won the wise management of credit, it is absolutely 
necessary that employers awaken to a truer appreciation 
of the importance of their credit departments and their 
edit managers, and it is imperative that credit man- 
agers make, through persistent study, a scientific profes- 
ion out of their job. 


Retail 


ind of 
of the 


d out, 

Scientific and alert credit management can increase the 
profits of a firm to a remarkable degree. For a thor- 
oughly competent credit man who really understands the 
possibilities of his position and the best theory and prac- 
tice can through his own unaided efforts build more 
ales volume than a half-dozen salesmen. 


etailed 





e sheet 
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He can analyze, with his records (if the employer 
movides him with adequate help and equipment) and 
vith his accounting knowledge, the detailed reasons for 
lsses and profits better than anyone else in the firm. 
He can analyze each of the accounts definitely to show 
jist what items an account is purchasing and what 


URI 
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of Credit Management. 


By DR. CLYDE WILLIAM PHELPS 


Economist, Washington, D. C. 


Extracts from an Address Before the Southern Conference of the 
National Retail Credit Association, Atlanta, Ga., March 22, 1932 







items it is not buying but would if sales effort were 
correctly concentrated. 

He can cut down advertising expense and waste and 
increase profits by selecting profitable buyers and prompt 
payers from the list of accounts and from prospects and 
having direct mail advertising and sales effort focused 
upon them. And there are many other ways in which 
a professional credit man can protect his firm from the 
full effects of a depression and stimulate the profits of 
his house if he is given a chance and treated as he should 
be: as an executive, and right-hand man to the employer. 

Now, if in many firms credit and the credit manager 
are not regarded in the light of their true importance 
and capitalized upon, the blame must be largely placed 
upon the employer. As long as an employer regards the 
work of credits and collections as a mere hack job, a 
mere routine labor to be performed by a minor employee, 
‘as long as he views the credit man as a clerk unfit for 
important decisions and continually overrides his judg- 
ment, it is futile to expect much from credit manage- 
ment. 

Many employers have slowly come to see that the 
credit man should be treated as an executive—that he 
should be next to the owner or manager in responsibility, 
intelligence, education, and respect, and that the credit 
department can be and should be one of the most es- 
sential and profitable factors in any organization. Surely 
a great step toward more profitable business will be taken 
when all employers are awakened to the vision of what 
a competent credit department can and should mean. 


The Employer and the Credit Man 

I would suggest this program to employers in regard 
to getting the most out of their credit department: 

1. Seek a broader vision of the possibilities of credit 
management in your business and of the many points at 
which the activities of a competent credit manager can 
tie into your profit making. 

2. If your credit man because of lack of sustained study 
of the theory of his science does not fit in, get one who 
will. 

3. But, when you get or keep a credit man, treat him 
as a specialist who knows his field better than you do, 
and give him authority and responsibility in that field. 
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This means that in questions of credits and collections 
the judgment of the credit manager is not to be set aside 
or overridden by the employer. 

It means that the credit manager is to be held re- 
sponsible for and judged upon his yearly record, but that 
he is to have final authority on the daily problems of 
credits and collections. Any other policy toward any 
employee who is given authority and responsibility is, 
as any practical business man must already see, both 
psychologically and economically unsound and disastrous 
—and flies directly in the face of the management pol- 
icies of all the great business. leaders in this country. 

4. Give the credit manager enough help and equip- 
ment so that, instead of being busy from morning till 
night with petty routine details, he will do some re- 
search and thinking in his field toward profitable ideas 
for the business. 

5. Just as bankers promote the continual study of 
banking by their employees through the American Insti- 
tute of Banking, insist that the credit manager consist- 
ently follow a course of study in the theory and practice 
of his science. 

« « « 

The newly organized Retail Credit Association at 
Savannah, Georgia, will have a delegation of twelve at- 
tend the Washington Convention. Savannah has cer- 
tainly become credit-minded. 








When You Need a 


Collection Agency-- 


Why Experiment? 


Send your claims to a dependable and efficient 


collector—bonded by your Association. 


The National Retail Credit Association has 
placed its stamp of approval on six hundred collec- 
tion agencies affiliated with our Supervising Col- 


lection Department. 


They are an important feature of National 


Service—patronize them! 


Supervising Collection Dept. 


National Retail Credit Assn. 
St. Louis, Mo. 


1218 Olive St. 








Credit Ratings of 300,000 Persons 
Catalogued by Nashville Bureau 


“Those who can and do pay, those who have the ability 
but not the inclination to pay, and those whose inten- 
tions are to pay but are financially unable,” are the classi- 
fications under which some 300,000 individuals of the 
Nashville trading district are filed at the Nashville Retail 
Credit Bureau. 

The credit bureau is owned and operated by the mer- 
chants, banks, loan and finance companies and profes- 
sional men of Davidson County, for the purpose of compil- 
ing the credit experience of their ledgers for mutual benefit. 

Its files carry not only the credit history, but also in- 
come and property holdings, record of marriages, births, 
divorces, deaths, wills, inheritances, changes in employ- 
ment and residence and information that will enhance or 
impair financial standing. 

Where the bureau gets its information is a mystery to 
many. The greater part of it comes from the ledgers 
of its members. This is supplemented by special investi- 
gations seeking personal and property holdings, informa 
tion as to character, standing, family status and conduct. 

The work requires a large staff and careful organiza- 
tion. Ninety-five per cent of its service is handled by 
telephone and the department is equipped with the Tur- 
ret system, composed of three Turrets and forty lines. 
A number of the larger members of the bureau are con- 
nected with its offices by direct telephone lines. 

It is the authorized representative in Nashville of the 
National Retail Credit Association, composed of 1,200 
credit bureaus scattered over the United States. 

The Nashville bureau is under the direction of Ernest 
C. Harlan and is located on the second floor of the Cen 
tral Office Building. 

[Editor’s Note: The above, reproduced from a Nashville 
newspaper, is an excellent example of good “buream 
publicity.” 











Wear the National Emblem! 


SILENTLY#® 
“at the point ol 
contact” —it drives 
home its prompt 
pay message: 
“Treat Your Credit 

as a Sacred Trust’ 


Order from the National Office 
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our total retail sales in that year, and at no time 
has the aggregate which boomed in 1923-24 given 
cause for well-founded alarm. Its growth has 
been consistent and in line with the development 
of retail credit sales throughout the country. 

Some time ago a questionnaire was sent out to 
responsible economists and business men in every 
city in the United States of 50,000 or more. One 
of the questions asked was: “Has installment sell- 
ing, directly or indirectly, increased production 
and made for general business prosperity?” The 
answer was: Yes, 1080; No, 131. 

It is extremely difficult to reconcile the state- 
ment that the people of this country are “mortgag- 
ing their lives” for personal gratification through 
installment selling when we realize that during 
the past decade, a period through which the sys- 
tem has seen its greatest development, savings ac- 
counts have constantly increased and today there 
is more money on deposit in such accounts than at 
any other time in history. Rather than mortgag- 
ing our lives, we are insuring them, as is evidenced 
by the stupendous total of over eighty billions of 
life insurance in effect at the present time—a con- 
dition unprecedented. 


Installment selling has in a large measure con 
tributed to this stability by a process of education 
in family budgeting of incomes. It inculcates 
thrift and a sense of responsibility, the assumption 
of which tends to sobriety and increased efficiency 
on the part of the wage-earner. 


Pride of possession, resulting in improved stand- 
ards of living, places within immediate reach the 
benefits of music, art, literature, from which the 
average ‘man would otherwise be partially or 
wholly deprived, and it prompts him at the same 
time to fulfill his contract of purchase. 

The most recent Retail Credit Survey con- 
ducted by the Department of Commerce reveals 


$si- 
the 
7 FRANK BATT 
A ATTY 
= President National Retail Credit Association 
Tes- 
oil Paderewski Flays Installment Plan 
efit. 
ei HE internationally famous pianist and ex- 
ths premier of Poland, in a recent interview pub- 
lished in the columns of a San Francisco 
at evening newspaper, discussed the present world- 
¢ Of BH wide economic condition and in no uncertain terms 
sreported to have laid the root of the evil at the 
ry to door of installment selling. 
igers § According to this celebrity (whose opinions, as 
yest: @ the result of much travel and experience, are cer- 
cma @ “nly entitled to respect) we are told that three 
factors have been mainly responsible for existing 
— world ills, viz., the vanity of the rich, the envy of 
init @ the poor, and the greed of the merchants in creat- 
ed by B ing a system which encourages people to live be- 
Tur § yond their means. Continuing, he stated: 
lien. The system of deferred payments is, I believe, one of 
¢ Con & the main roots of our economic disorder. It had its birth 
in the emphasis placed by the rich on a display of lux- 
wy. The poor longed to emulate this display. And 
of the merchants sought to make capital of this spirit of envy 
1,200 & by the installment plan. 
Thereupon people began mortgaging their whole lives. 
Ernat Their cars, their radios, their jewelry, even their clothes 
were bought on the installment plan. It became a habit 
e Cet B vith them to live beyond their resources, and when this 
qisis arose they were unable to meet their obligations. 
ashoill Asa result, manufacturers who had been lured into over- 
production sustained tremendous losses, and hundreds of 
‘bureat ® factories collapsed the world over. 
From the foregoing, it would appear to us that 
[J ite three factors referred to are a trinity of evil, 
em! but directly traceable to the effect of depression 
we Bind not the cause. 
LY —§j_ [{n attributing the economic upheaval to the in- 
it of tallment system of selling are we not “placing 
44 the cart before the horse”? The period of dis- 
rivese ‘ .. . 
tess through which we are now passing is world- 
MPU E vide in its scope, affecting countries in which in- 
“allment selling has made comparatively little 
lit progress. 
| Tru’ Opinions are not necessarily truth. What are 





the facts as nearly as can be estimated by reliable 
uthorities? Installment sales approximated six 
tillions of dollars in 1930—about one-ninth of 
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that collections showed a greater decline on open 
credit than on installment accounts and that re- 
turns and allowances, including repossessions on 
installment sales, were less than the previous year. 
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No sane person, in view of all the evidence pro 
and con, will contend that installment selling is a 
panacea for our economic ills. Neither will the 
statement of an extremist that “the system is the 
factor that is keeping the American people just 
two steps ahead of the bread line” meet with un- 
qualified approval. 

However, we do submit that—based upon our 
belief that the prosperity of the nation depends 
largely upon intelligent consumer credit extension, 
with emphasis upon “intelligent”—the responsi- 
bility of the system, like every other form of 
credit, lies in the initial extension. It demands 
sound judgment and a full and complete know!l- 
edge of the applicant. Its potentialities involve 
both blessing and cursing. 


A Budget Payment Plan 


(Continued from page 18.) 
better, he may divide the purchase into three monthly 
payments. He may maintain an open charge account 


and a budget plan account at the same time. 


No Special Mark-ups 

One of the compensations for making the same rules 
obtain for the opening of all accounts is that the store 
does not find it necessary to scale mark-ups to correspond 
vith collection losses anticipated where more lenient 
credit requirements apply to the budget plan customer. 

“Your merchandising set-up must coincide with your 
credit policy,” says Mr. Glass. “For instance, we have 
the same credit rules for both accounts. We must have 
the same mark-ups, otherwise we could not invite the 
customer so freely to make his choice of either type of ac- 
count. He would suspect us of plugging for the budget 
account for a greater gain to be derived and he would 
lose confidence in that reputation for fair dealing we 
have taken pains for so many years to build up.” 
It is for 
the convenience of custorners who come to the store ex- 


The budget account plan is not advertised. 


pecting to establish a credit rating for charge accounts, 
and not until that application is approved does the store 
inform the customer of the service. A publicity policy 
with the budget plan would defeat the credit policy, de- 
clares Mr. Glass. It would attract applicants with credit 
ratings not up to the Cottrell standard. 

On various occasions an open charge account cus- 
tomer is kept under observation for months before any 
forward step is made to encourage him to use the budget 
plan. When his reliability is established the salesmen are 
given the word to seek openings to get him to use the 


budget plan. 


Suggestion on the Budget Plan 


“Plans are often laid for doubled sales and getting 
the customer to go over from the open charge account 
to the budget plan when he is in the dressing room try- 
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ing on a new pair of trousers,” says Mr. Glass. “A 
few minutes before while he has been selecting a suit he 
remarks that a certain overcoat has taken his eye but 
‘that will have to wait awhile,’ he guesses. 

But when the 
customer goes into the dressing room with the new pair 
of trousers the salesman loses no time getting to the 
credit office where we go over his record. If he is in 
acceptable standing the salesman goes back to the floor 
and gets him into conversation about the overcoat again. 


“The salesman remains noncommital. 


“The customer is induced to put on his old overcoat 
Then the over- 
The pleasing con- 
trast and the features of the budget plan, as explained 
by the salesman, make the extra sale. 


over the new suit to see how it matches. 
coat that took his eye is tried on. 


“We find that if a man is going to buy one suit he 
can be persuaded to buy two suits, or a suit and a top- 
coat, if he can have ten weeks in which to pay for it 
instead of thirty days. 


“My observation has been that stores let down the 
bars on credit ratings for the budget plan because they 
believe that many customers are in prospect who can 
make small payments where it would be impossible for 
them to buy on the thirty-day full payment plan. Per- 
haps, but I have found it is a mistake to think so. 

“But even so, are more lenient credit rules necessary 
to attract that type of customer? It is unwise to lose 
sight of the fact that with a payment account in a cloth 
ing store we have no security, no resale value, no repos 
sessions, and therefore, must be more particular with the 
credit rating of the applicant than when he goes to am 
other type of store. 

“To cite an instance of how our collection percentages 
run on budget accounts compared with open charge ac- 
counts, during last December the charge accounts were 
44.48 per cent while the budget accounts were 38.83 
per cent.” 








YOUR COLLECTIONS IN 


Detroit 


Will Receive the Best Attention Possible If 
Sent to 


The Merchants Credit Bureau 


Incorporated 
The largest collection department in the city 
specializing on RETAIL ACCOUNTS. The 
benefits accruing in placing your accounts with 
an organization owned by the merchants, for 
their protection, are self-evident. 


Rates Reasonable Safety Assured | 

Commercial Accounts Also Handled 
Address: 

UNITED ARTISTS BUILDING 
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Do You Thank Customers Who 
Pay Promptly 
Mr. C. P. Younts, Credit Manager, Frank T. Budge 


Company (Hardware), Miami, Florida, believes in add- 






ing a little variety to the monotony of writing collec- 
tion letters by writing letters of appreciation to those 





who pay promptly. He says it builds good will and 





































































oor @ makes the customers lifelong friends. 

5 He sent the following letter to 275 customers who 
‘Oat B had exceptional records for paying promptly and prac- 
’et- & tically all-of them either called personally or wrote ex- 
“ pressing pleasure at receiving such a letter. Each letter 
ned was personally written and signed. 

: he As credit man, most of the letters I write people about 
top- @ their accounts are requests for payment. ‘This one is 
r it @ different. 

Folks who pay their bills promptly, Mr. Blank, are 
the @ the salt of the earth. They help us keep our business 
they jg om an even keel—help us pay our bills and meet our 
on pay roll. 
= I think it just as important that we express our ap- 
Pp preciation when there are so many people nowadays who 
= neglect the obligation of payment. Those who are slow 

get plenty of letters upbraiding them, but those who pay 
ssary ™ —never a word. 
- Lose So this is just to tell you that we appreciate and thank 
loth- @ you for the promptness with which you meet our in- 
epos- im ‘oices. 
h the Sincerely yours, 
- Credit Manager. 
tages 
re ac- POSITION WANTED 
were MEMBERSHIP SOLICITOR.—Ten years’ experi- 
ence dealing with professional men. Particularly 
38.83 interested in organizing and developing professional 
division for established credit bureau. Broad business 
and selling experience. Now employed by successful 

| bureau. Sales record exceeds a member a day; sold 

| 83% of our practicing dentists, every doctor so far 
———| @| interviewed. Equally successful with commercial ac- 

| counts. Compensation on commission basis preferred. 
| Box 52—Credit World. 

(Be RR ARR RCE ARR Re 

| . 7 , 
| New “Retail Credit Survey 
‘| Ready for Distribution 
, “The Retail Credit Survey,” a forty-eight- 
e page book covering the period from July to 
» December, 1931, was released by the Depart- 
. a ment of Commerce May 10. It contains 
facts and figures all retailers, in all lines of 
d business, should be familiar with. 
The price of this book is only five cents. 
Order from the Superintendent of Docu- 
ments, Washington, D. C. Specify Domestic 
| Commerce Series No. 64. 
_e 
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“The “Half Way’ 
Letter Is the 
Most Famous 
Inactive Account 
Letter — 


Say Bartlett and Reed 


in their new book: 


“Credit Department Salesmanship”’ 


Originally published in the Better Let- 
ters Service in 1928, this letter has made 
the rounds of the country. Reports of 
its successes appear from time to time in 
various trade journals. 

New letter ideas—new slants on col- 
lections and charge promotion—appear 


regularly 


in the Better Letter Service, 


now beginning its sixth year. A trial sub- 
scription will convince you of its value. 


Here’s what you’ll get: 

1. Each month a four-page Better Let- 
ters Bulletin—four pages of constructive 
letter ideas for better and quicker col- 
lections, for developing new charge ac- 
counts, for stimulating present charge 
accounts and reviving inactive ones. 

2. Each month, copy for (a) one new 
letter to solicit new charge accounts and 


(b) one 


accounts. 


new letter to revive inactive 


3. Every three months (April, July, Oc- 
tober and January), copy for six new 
collection letters—letters that will bring 


you new 


ideas on collections. 


SPECIAL TRIAL OFFER: 
The regular subscription is $20.00 a 
year but for a limited time we will accept 
three months trial subscriptions for 
$5.00, and include the April (Collection 
letter) issue without charge. 


Address: 


THE BETTER LETTERS SERVICE 


NATIONAL RETAIL 
CREDIT ASSOCIATION 


1218 OLIVE ST. 


ST. LOUIS 

















R. PRESTON SHEALEY 


Washington Counsel, National Retail Credit Association 


FOREWORD 


-ANKRUPTCY hearings commenced April 12, be 
fore Senators Hastings, Hebert, and Bratton, a sub- 
committee of the Senate Judiciary Committee. 

Representative Malcolm Baldrige first appeared in sup- 

port of H. R. 7430, the bill barring necessaries of life 

from discharges; then followed Washington counsel for 
the National Retail Credit Association, the writer; and 
next the special bankruptcy assistant of the Attorney- 

General in support of S. 3866. 

Since then hearings have been held almost daily with 
members of the House Judiciary Committee also in at- 
tendance. 

On April 19, Representative Andresen of Minnesota 
presented H. R. 9971, and on April 26, Washington 
counsel of the National Retail Credit Association again 
appeared with reference to H. R. 7430 and H. R. 9971 
and was followed by William H. Funk of Baltimore, 
national director of the National Retail Grocers’ Asso- 
ciation, also in support of these two bills. 

Retail grocers are strongly supporting these bills, par- 
ticularly the one relating to necessaries, and telegrams 
urging their enactment from state retail grocers’ asso- 
ciations of California, Kansas, Michigan, Maryland, 
Minnesota, New York, and other states were offered at 
The American 
Bankers’ Association through M. R. Sturtevant of St. 
Louis has appeared in support of S. 3866 but that 
measure has been strongly criticized by a representative 
of the Commercial Law League. 


the hearing and placed in the record. 


By the time this bulletin appears in print representa- 
tives of the American Bar Association will have appeared. 
It is not expected, however, that bankruptcy legislation 
can be passed at this session. 


Legislative 


(a) Two months ago the country got a bad scare 
over the performances of the House and is going through 
another now. Notwithstanding, the best Washington in- 
formation is that the budget will finally be balanced 
or approximately so through the medium of tax increases 
and government economies and that Congress will finally 
adjourn for the party conventions and not merely recess. 

The fight to pass a bonus is still going on at this writ- 
ing (May 1), but that measure is not expected to become 
a law. 


26 


Having already passed the Reconstruction Finance 
bill and other emergency legislation and by adding the 
balancing of the budget it will have accomplished quite 
some record and provided a zeal spur to business recovery 
and in spite of set-backs this is expected to be the final 
result. ’ 

(b) The month of April has been noted for the whip. 
ping into shape of a much needed banking revision bill, 
The Glass bill, S. 4412, is now on the Senate calendar 
awaiting action and may become a law by the time the 
72nd Congress adjourns sine die March 3, 1933. 

Among its outstanding features are provisions deal- 
ing with security affiliates, a Federal liquidation corpora 
tion for failed banks, and provisions permitting consider- 
able extension of branch banking. While advocates of 
branch banking are pointing to the Canadian and Eng- 
lish systems as illustrations of how banking failures may 
be minimized nevertheless this feature of the measure 
faces strong opposition. 

(c) There are pending before the House Interstate 
and Foreign Commerce Committee three bills on regulat- 
ing interstate buses and trucks. 
taken as yet on these bills. 


There has been no action 
The Chairman of that Com 
mittee has not filed any bill and will not do so until he 
is notified of what action the Senate will take in regard 
to same. 

The Senate Committee has had hearings on these bills 
and will probably take file action on May 3. This sub 
ject is a part of the general plan to coordinate all forms 
of transportation but the entire matter will undoubtedly 
go over to the next session or even the 73rd Congress. 


Departmental 


(a) Field work on the causes of failure and economic 


aspects of the same made some months ago by the Depart 
ment of Commerce in cooperation with the Institute of 
Human Relations and Yale Law School, as a companion 
investigation to bankruptcy and its causes, has been com 
pleted. The data is now being analyzed. 

The legal aspects of the survey have already been pub 
lished by Professor William O. Douglas of Yale Law 
School in a report entitled “Some Functional Aspects of 
Bankruptcy.” In this report Professor Douglas drew 
some comparisons with the results of the New Jers 
cases that were studied. 


The analysis now being prepared by the Department 
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of Commerce is expected to be published later in the 
year. 

(b) Grocery interests in cooperation with the Depart- 
ment of Commerce are preparing to extend among retail 
grocers of the Metropolitan District of Pittsburgh the 
benefits of the application of principle of profitable mer- 
chandising resulting from the Louisville Grocer Survey. 

This Pittsburgh Survey will be the first example of 
organized group application of the Commerce Depart- 
ment’s research work done in Louisville, where exact 
fgures relating to food products merchandised through 
grocery stores were gathered. Thirty retail grocery con- 
ers in Pittsburgh have volunteered for the experiment 
which is designed to work out practical methods of apply- 
ing the principles which spell success for the retail grocery. 

(c) The Department of Commerce has released re- 
sults summarized in the St. Louis Drug Store Survey 
consisting of three pamphlets on the following subjects: 
“Prescription Department Sales Analysis in Selected 
Drug Stores” ; “Causes of Failure Among Drug Stores”; 
ad “Drug Store Arrangement.” 

Of outstanding interest to retail credit managers among 
the causes of failure is the statement that, “The average 
bad-debt losses of the stores that did a credit business 
ached the enormously high figure of 16.5 per cent of 
edit sales.” A comparison is made in the report with 
the National Retail Credit Survey in 1927 by the De- 
partment of Commerce and the comparison seems to tell 
the story of failure to use adequate credit facilities by 
the failed drug stores. 

The survey found extravagance among contributing 
uses to several of the iailures. The report also states 
that chain store competition seems to have been the ap- 
parent cause of failure in but one case. 


Court Decisions 


(a) We may expect to see from time to time efforts 
in state legislatures for chain store taxation, especially 
ince the decision of the Supreme Court in the Indiana 
«se. In early April the Florida chain store tax law was 
eld constitutional by the Supreme Court of that state. 


Florida law imposes a tax of $5.00 on one store and 
m up to $40 on each store in excess of 75 where all 
the stores are in one county. A tax of $50 is imposed 
where the stores are in excess of 75 but are located in 
diferent counties. 


(b) The United States Circuit Court of Appeals for 
the Sixth Circuit on April 7, 1932, in Voltz, trustee, v. 
Goodman decided that a pension of a retired city fireman 
Snot a vested right and, therefore, does not pass to a 
tustee in bankruptcy. 

In the instant case the pension fund of an Ohio city 
fr the benefit of firemen was created in part from 
Moceeds of taxation, voluntary contributions, and wage 
teductions, but the court held that the fund was a 
whlic fund and at the same time a bounty and, there- 


bounty had been received. The creditors, through the 
trustee in bankruptcy, claimed that the pension was a 
vested right and as such could be sold or transferred by 
the trustee in bankruptcy for the benefit of the creditors. 


In concluding its opinion the Circuit Court of Ap- 
peals took into consideration the purposes motivating 
legislation for pensions and in this connection said: “It 
is sufficient to say that before any such pension may be 
subjected to the demands of creditors it must be made 
to appear that no part of it is a public bounty. Lacking 
any such evidence in this case, the judgment must be 
affirmed.” 


(c) Many taxpayers seem to be under the impression 
that when they pay an attorney’s fee it is deductible from 
personal income tax returns but this is not always the 
case. In a recent decision of the Court of Appeals of 
the District of Columbia affirming a decision of the 
United States Board of Tax Appeals it appeared that 
the taxpayer had paid substantial amounts to an attorney 
for protecting private property rights in court litigation. 


This decision holds that the legal expense for which a 
deduction is claimed must be in some way related to a 
trade or a business carried on by the taxpayer and that 
protection of private property interests does not come 
within this category. 

The decision of the Court of Appeals is apparently 
based on a similar decision of the Supreme Court of the 
United States in Kornhauser v. United States, 276, U. 8. 
145, 153, in which the Supreme Court ruled that the 
deduction from income must be directly connected with 
or approximately resulting from the business of the tax- 
payer. 








The Two Best Books 
On Retail Credit! 


Retail Credit Procedure 
By Norris A. Brisco 


in collaboration with The Associated Retail Credit 
Men of New York City 


Based on the actual experiences of these success- 
ful credit men, this book solves the problems which 
confront retailers from the moment the prospective 
customer says, “I would like to open a charge 
account.” Official Textbook of N. R. C. A. Courses. 


PRICE $4.00 


Retail Credit Practice 
By Bartlett & Reed 


A practical, authoritative manual for retail store 
credit executives and students of credit practices. 
Official Textbook of N. R. C. A. Courses, 


PRICE $4.00 


Order From 


NATIONAL RETAIL CREDIT 
ASSOCIATION 


Executive Offices, St. Louis, Mo. 























et's Cooperate— 


For Safer Credits 


By E. EMERSON SNYDER 


Credit Manager, Raleigh Haberdasher, Inc., Washington, D. C. 


HE credit manager today is brought face to face 

with unusual conditions in the granting of credit. 

He must be more alert and efficient than he has ever 
been before. He must follow up collections more per- 
sistently than he did in the past and still maintain the 
good will of the customer. He must do his best to keep 
up sales volume, yet he must make sure that his accounts 
are collectible. 

Naturally the credit manager with these great responsi- 
bilities resting upon his shoulders looks to his bureau for 
support—a bureau which is a member of the National 
Retail Credit Association, which for the past twenty 
years has preached the same sound credit policy, based 
upon the customer’s ability and willingness to pay—and 
rightly does he expect his bureau to render him better, 
more efficient, more accurate and quicker service than 
it ever rendered him before. 

The credit manager can make it possible for his bureau 
to render him the service he expects by instructing those 
under his supervision, who interview customers for credit, 
to take the application intelligently and in detail. 

The application should show the full name of the 
customer, and address; if married or single, and if 
married, the wife’s first name. It should show the busi- 
ness or profession of the customer and his business address. 
It should show the bank or banks where accounts are 
carried—whether checking or savings accounts—at what 
branch, and in whose name. It should give the names 
of other stores where accounts are carried. In the absence 
of such information you might secure the names of per- 
sonal references. However, in my opinion, they are gen- 
erally of not much value, and care should be used in 
opening accounts on personal references only. 

Here in Washington we have a peculiar condition due 
to the fact that we have a large portion of our population 
coming from all over the United States, which makes it 
necessary for us to inquire from those customers who 
have no local store accounts, their out-of-town address 
and in what stores in other cities they had charge ac- 
counts. The bureau service on this type of application 
here will be discussed later. 

In my opinion, it is a good procedure for the credit 
manager, especially on those applications on which was 
secured the foregoing information, to invite the customer 
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to make his or her selection of merchandise subject to the 
approval of the application. In this way he renders a 
great service to his customer, and if his bureau is an 
efficient one they should be able to render quick and ac- 
curate service to the store in the reporting of the in- 
formation on file. 

The next procedure is to relay the information to the 
credit bureau. This should be done by two methods: 


1. On those applications on which purchases are made, 
the information on the application should be phoned to 
the bureau and their information on file should be re- 
layed to the store so that the purchase made could be 
O.K.’ed by the credit department and duplicate copy of 
the application sent to the bureau later. 

2. On those applications on which no purchase has 
been made, the carbon copy of the customer’s application 
should be sent to the bureau in the regular way. 


It is the duty of the credit bureau to verify name and 
address, the position of the applicant, the business address, 
salary received, verify the bank account, and report in 
detail the experience other stores have had with the 
applicant as to paying habits, and extent of credit granted 
—and their terms. 

The credit bureau should also report other sources 
And in 
addition to this, the credit manager expects his bureau to 


of income apart from regular salary received. 


report something of the background of the individual. 

I expect my bureau in reporting on the bank accounts 
to say more than just a “satisfactory” or “old and 
moderate” balance. Some banks today are quite satisfied 
to carry accounts of $50 and under, with the hope of 
getting more business later from their customers. I ex 
pect them at least to tell me that balances carried are in 
three or four figures. Today is not a time for guessing. 
We must have the definite facts. 

I expect my bureau to see to it that all members # 
its association furnish the bureau with all derogatory i 
formation at periodical intervals and those intervals should 
be more numerous today than in the past. The prin- 
cipal ones are: 


Those accounts closed on account of slow pay. 


ke 
2. Those accounts given to the bureau or attorneys for 
collection. 
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3. Checks which are returned by the bank for various 
reasons. 

4. The excessive return of merchandise. The abuse 
of this privilege is a serious matter today and I cer- 
tainly believe that members of our bureau should report 
those customers who make excessive returns. 









In bureaus like ours—merchant owned and operated— 
adverse information should be exchanged freely. It is 





quite obvious that we cannot expect to get from others 
what we do not contribute. 






I expect my bureau manager to keep a record of those 
stores which report accounts in order that he can check 
up on those who do not report accounts, and see to it 
that they do. ‘They not only penalize themselves but 
also show their selfish disregard for the credit require- 
ments of their fellow-workers. 









Character has always played an important part in the 
granting of retail credit. I therefore expect my bureau 
to assemble in its files for the use of its members, such 
matters of interest which would naturally indicate a 
distinctly unfavorable moral condition, because when 
character is destroyed no other factor (or factors) which 
the applicant possesses is sufficient to carry the load. 








» the 







I expect my bureau to forward to me adverse informa- 
tion on those accounts on which they have previously 





































































































































































































ak snt me a report, just as fast as they are received from 
wil other stores. 
It is good practice, too, for the bureau to send a notice 
. has @ of any suits or judgments that pertain to retail credit 
ation on any accounts on which they sent a report, securing 
this information from court records. 
a I expect my bureau to have the most efficient and best 
dea operated collection in this city. There is no privately- 
nh owned collection agency that has the facilities and the 
nthe fy RSS to such reliable information as that of our credit 
ranted  'UTe2U 
If we cannot surpass any collection service in the city, 
sures @ Mere is something radically wrong with the merchants 
ode tack of the bureau, the Collection Department, its man- 
eau to fy eement, or its personnel, and we expect the cost of 
oell wllection to compare favorably with bureaus in other 
counts fy ties. 
4 and § When accounts are transferred to our Collection De- 
itished  Pattment we expect immediate action. It is my opinion 
ope of that the first letter they send to the customer should be a 
| ex § taightforward one and to the point, demanding pay- 
are in | Ment within at least five days. For, when accounts are 
essing. | “ned over to the credit bureau, the store has usually 
chausted all means to collect them and there is no need 
bers of  % starting all over again through the same procedure 
ory in %e store followed. 
should # The bureau should collect accounts that have been 
e prit:  cutstanding for several years. Even though debtors may 
trop out of sight for a few years, eventually some of 
them turn up and apply for credit, and here is where the 
a fo tteord and files of our bureau play a most important 
ney’ 


Part. 







It would undoubtedly be of great value to the collec- 
tion manager of our bureau if the stores in turning over 
accounts to the credit bureau for collection could turn 
over their correspondence pertaining to the individual 
account so that their manager, in communicating with 
each customer, knows just what has been done—what 
efforts put forth—and could, in many instances, say to 
the customer: “You have been telling that store those 
things for six months. What they want is not promises 
and excuses, they want money.” 

I also expect my bureau collection manager to have a 
good working knowledge of collection law and the bureau 
to have the services of a good, experienced attorney. 

The credit profession today needs trained men more 
than it ever needed them before. We need leaders among 
the credit men of each city and I feel it is the calling 
and duty of each bureau manager to be that leader. It 
is his duty to organize the credit men into a closely knit 
organization. Then you will find the credit losses of 
each individual store greatly reduced. 

Such a leader must furnish the initiative in his city for 
the formation and continued extension of study groups 
to work under the leadership of the National Association. 
The business world today needs trained experts—credit 
management today is calling for higher qualifications in 
men and women. I am asking you in all sincerity: What 
better service could the bureau manager render to his 
members than the formation of a course of study for the 
credit manager and his assistants as suggested by the 
Educational Department of the National Retail Credit 
Association ? 





POSITION WANTED 


Credit and Collection Manager—man—age 34, mar- 
ried. Experience: Four years’ sales, service and 
credit work, nationally known oil company; eight 
years assistant credit manager with large department 
store, charge volume about $5,000,000 a year. Won 
national honors through National Retail Credit 
Course. References will be furnished all inquirers. 
Address Box 51, Credit World. 











Chicago Collections 


Should Be Sent to 


Credit Service Corporation 


Collection Department of the Chicago 
Credit Bureau, Inc., and Credit Reference 
Exchange, Inc. 

x 
The Official Credit Reporting Service of the 
Associated Retail Credit Men of Chicago 
35 South Dearborn Street, Chicago, IIl. 


Telephone, Randolph 2400 
Credit Reports 


Collections 























Increased Sales Through Analysis of 
Customer Accounts 
(Continued from page 4.) 
were used, a credit report on each doubtful prospect 
being secured first. 

Three letters were’ mailed at three-week intervals, 
drawing attention to the account being inactive, the ap- 
preciation of past patronage, and a request that the ac- 
count again be used. “Two weeks after each letter was 
mailed the returned letters were checked off the list, 
‘ reducing the subsequent number mailed. Also the ac- 
counts of those who made purchases were removed from 
the list. 

The figures and percentages of sales following are 
based on a list of one thousand inactive customers. 

A total of 2,487 letters were mailed during the entire 
period of the campaign. The cost of each letter was 6.2c. 

This campaign was given credit for all customers from 
this list who renewed their accounts within ninety days 
from the date the first letter was mailed. 

The number of customers renewing their accounts was 
473 or 47.3 per cent out of the original one thousand 
names. 

The average amount of merchandise sold each of the 
473 customers during the ninety-day period was $12.26 
or a total of $5,800.52. 

The entire cost of the campaign was $156.61. The 
sales obtained cost .027 per cent. 


Active Accounts 

We will next analyze Active Accounts: Just what 
shall we attempt to find out? Suppose we find what per 
cent of our active customers patronize given departments, 
and in the event we do not use unit control determine 
which are our popular price lines. 

In analyzing these for customer preference, let’s first 
decide which accounts are active and will reflect a true 
On investigation we will find that all accounts 
are not active twelve months in a year. 


picture. 
If we use only 
those accounts active six or more months our deductions 
will be more accurate. We would suggest the use of 
cards as they are best suited for this type of work. 

There is now available the Pick-Quick Card service 
which permits quick analysis by rapid selection. This 
service is by far the best yet devised and permits an 
analysis of all departments. 


How to Get Reduced Rail Fare 
to Washington— 


When purchasing your ticket to the conven- 
tion of the N. R. C. A. in Washington buy a 
one-way ticket and request a certificate. This 
will be validated in Washington and entitle 
you to return for one-half regular fare. 








We are listing below the result recorded in one store, 
the information being accumulated under the Pick-Quick 
Service. These figures cover a four-month period. Spe- 


cial effort was made to increase the number of charge 
customers purchasing in these departments. 

The first set of figures represents the number of cus- 
tomers patronizing the department the previous period. 
The second column the number after the promotion and 


the third column the increased patronage. 


PER CENT PER CENT PER CENT 
Silks 21.4 27.8 6.4 
Gloves 18.8 20.2 1.4 
Silk Underwear 8.2 21.2 13.0 
Corsets 13.0 22.5 9.5 
Dresses 9.6 18.0 8.4 
Women’s Shoes 9.4 23.8 14.4 
Infants’ Wear 12.4 17.5 5a 
Hose 34.6 45.8 11.2 
Men’s Furnishings 19.0 32.8 13.8 


As a more economical method we would suggest using 
some form of card, one to an account, providing space 
for the customer’s name and address, also space for four 
or more departments in which theoretically all of our 
customers should trade and in which goods are more or 
less in constant demand. Space should also be provided 
for at least three years’ records, divided into semi-annual 
periods, and additional space for recording dates on which 
efforts have been made to persuade the inactive cus- 
tomers to purchase. 


After the cards are filled out and the information con- 
solidated, we will discover some of the departments are 
not as popular as others. On comparing price lines 
accumulated from the cards, we will often find the in- 
ventory is out of line and the most popular prices are 
in poor assortment. 

Now your Merchandising Department should go into 
action and find out why these conditions exist and remedy 
them. , 


The following information was obtained from one 
store in which excellent results were obtained and is 
based on a selected list of customers whose accounts were 
active six or more months during the year in which the 
As a result, the figures given are 
much higher than those in which all the active accounts 
were used. 


record was made. 


This analysis was made on one thousand cards, each 
card representing an individual account and the period 
covered was twelve months. We will use as an illustre 
tion departments A, B and C. The percentages repre 
sent the number of customers out of each one hundred 
who patronized a given department: 


Department A—22 per cent 
Department B—35 per cent 
Department C—66 per cent 


Effort was made to bring up the percentage in these de 
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partments the year following and the percentages in- 





























The percentage of adjustment claims is greater in this 













































































































































creased as follows: class than with those who meet their obligations accord- 
" Department A to 34 per cent sa hyd ne iomsanianel : 
- Unless interest is already being charged, we now come 
Department B to 42 per cent ; é 
to a change of policy and it becomes a problem of to do 
Department C to 68 per cent : 
‘ or not to do. From the experience of those who charge 
j Department A was quite an improvement and both the interest we will state positively that it is worth while to 
4 other departments show a substantial gain and we are put the plan into effect and the amount of friction will 
sure the results justified the expense necessary to bring be very small. 
about the increase. In the introduction of charging interest on accounts, 
T in our opinion, no hard set rules can be made as to how 
Delinquent Accounts the plans may be introduced and administered. 

To analyze our delinquent accounts it will first be If you are collecting 30 per cent to 35 per cent monthly 
necessary that we age them. To age delinquent accounts, on your receivables you will realize approximately 50 per 
list monthly the amount of each account standing be- cent of the legal = of caer eniel With — ont 
yond our usual credit terms. This analysis will show the ome high — will find this os relief and - 

: ats addition will also improve your collections and, in im- 
amount in per cent and dollars for each division accord- : : . ae ae 
eo proving your collections, your sales volume will increase. 

* bh ia ~_ : : Suppose you go through your collection cards, select 
} —_ — Se Cay eS of ill will areal those delinquent accounts on which no purchases have 
sioned by allowing these accounts to rs unpaid be- been made within a period of three or more months, and 
ing — yond our terms, also how much the cost is to carry them. you will find that 70 per cent will reopen their charge 
ace How may we take care of the additional expense accounts within thirty days from the date the account 
our J caused by this type of account? How may we reduce is paid. 
our @ the ill will? The answer is, charge interest on past due This shows very clearly that by allowing good ac- 
or #§ accounts and tighten up on our collection policy. counts to become delinquent our sales volume is reduced. 
ded 
ual 
hich 
cus- . . . ° . . 
Family Finance in the United States During 1931 Estimated 
Estimates of the current family financing in the The two tables reproduced below are the esti- 
con Tr: ’ ; 7 , ; 
United States and the volume of short time per- mates of the Economist of the Franklin Plan Insti- 
4 Bi} sonal loans during 1931 are contained in a recent tute and show some interesting comparisons between 
lines BH} =issue of The Franklin Plan Review. 1930 and 1931. 
fe CURRENT FAMILY FINANCING IN THE UNITED STATES DURING 1930 AND 1931 
re ; 
’ | Total Amounts Outstanding 
| Class of Financing At End of 1930 At End of 1931 
ETA oS AE EERE LE SRT $ 3,500,000,000 $ 3,000,000,000 
ES ide natnenne candies ounenrenunanonscmdnnisiietianiitneteasseemal 2,500,000,000 2,000,000,000 
: POR ee Se ee aS eee 2,500,000,000 4,000,000,000 
kN Re ~ Sa See ey eee ace 2,590,000,000 2,620,000,000 
mB) =‘ Total Current Family Financing___-_--_--______________________________- $11,090,000,000 $11,620,000,000 
id 1s 
were 
h the _ Estimated Volume of Short Time Personal Loans in the United States for the Year 1931, and 
) are BY Annual Loan Charges (Not Including Life Insurance Policy Loans) 
ounts | , Annual Volume Annual Loan 
Personal Loan Businesses: of Loans Made Charges 
h Personal finance companies (chattel loan companies)_._________________-______- $ 525,000,000 $ 90,000,000 
eac I ne ct etn hang wiinp cae adeanh deaminase seus bhamendliieeass 550,000,000 140,000,000 
yeriod RE EGR RRS EE LE HOO REIN Se I ESE 320,000,000 24,000,000 
Share loans by building and loan associations__.._______._______-_-_____________ 225,009,000 18,000,000 
ustra REE Te SEARLE RS AERIAL LEE SELES ee a eS AI 60,000,000 3,000,000 
repre i a ea a 60,000,000 3,800,000 
ed Personal loan departments of commercial banks___._..._._______________________ 320,000,000 25,000,000 
ndr Non-departmentalized personal loans by commercial banks_____________________ 1,000,000,000 90,000,000 
cae RR “SAEED ST ee ST 1,000,000,000 350,000,000 
. »  } iw es Se tee 60,000,000 4,000,000 
RET LOOTED AR! Se 25,000,000 600,000 
i a wt wb a cm cn en tel cn eden evn li tv pd ceeo abbas da em ieabis ities cael $4,145,000,000 $748,400,000 
se de 
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STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIRCU- 
LATION, ETC., REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 24, 1912. 


Of CREDIT WORLD, published monthly at St. Louis, Mo., for 
April, 1932. 
State of Missouri, 
City of St. Louis, 


Before me, a Notary Public in and for the State and county afore- 
said, personally appeared David J. Woodlock, who, having been duly 
sworn according to law, deposes and says that he is the Editor of the 
Credit World, and that the following is, to the best of his knowl- 
edge and belief, a true statement of the ownership, management (and 
if a daily paper, the circulation), etc., of the aforesaid publication for 
the date shown in the above caption, required by the Act of August 
24, 1912, embodied in section 411, Postal Laws and Regulations, 
to wit: 


1. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: 


Publisher, National Retail Credit Association-...._-~- 
Editor, David J. Woodloc 

Managing Editor, D. J. Hannefin St. Louis, Mo 
Business Manager, E. A. Uffman St. Louis, Mo 


2. That the owner is: National Retail Credit Association, 1218 
Olive Street, St. Louis, Mo. Frank Batty, President, Market and 
Fifth, San Francisco, Calif.; A. P. Lovett, First Vice President, j 
Bldg., Kansas City, Mo., C. M. Reed, Second Vice Pres., 618 Kit 
tredge Bldg., Denver, Colo.; D. J. Woodlock, Treasurer, 1218 Olive 
St. Louis, Mo.; Guy H. Hulse, Secretary, 1218 Olive, St. Louis, Mo 
No stock. Official organ of the National Retail Credit Association. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages, or other securities are: None. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stockholders 
and security holders who do not appear upon the books of the com- 
pany as trustees, hold stock and securities in a capacity other than 
that of a bona fide owner; and this affiant has no reason to believe 
that any other person, association, or corporation has any interest 
direct or indirect in the said stock, bonds, or other securities than 
as so stated by him. 


St. Louis, Mo 
__St. Louis, Mo 


D. J. WOODLOCK. 


Sworn to and subscribed before me this 24th day of March, 1932. 


Mary E. Riordan 
(My commission expires Feb. 6, 1934.) 





Don’t Wait Until the Last Minute! 


Members planning to attend the Twentieth 
Annual Business Conference and Convention 
of the National Retail Credit Association are 
urged to make reservations now so that all 
details of hotel arrangements can be cared 
for in advance. Address Convention Com- 
mittee, Care National Retail Credit Assn., 
St. Louis, Mo. 


Cut Out the Groans—And Cheer! 
By W. S. Genaro 


Secretary-Manager Retail Merchants Association, Inc,, 
Mineral Wells, Tex. 


Ingratitude, it seems to me, is life’s besetting sin; 
Lack of appreciation of this world we’re living in. 
A thankless attitude, withal, and sad to say yet true; 
Accepting all God’s blessings as if they were our due. 


We seem to take a pleasure in exaggerating woe, 
Delight in loud lamenting, and an eagerness to show 
A tendency to look upon life as a tragedy, 
And everything that happens, the worst that it can be. 


We seem to rather frown than smile, be gloomy than be gay, 
Had rather have affairs go wrong than have them come our 
way, 
We like to prophesy hard times, look on life’s darker side, 
A turnback to prosperity, we hastily deride. 


Why not let’s change this attitude, take on a brighter view? 
Be optimistic from now on, in what we say and do? 
Times have been bad, but might be worse. We've battled them 
so far 
So, let us all be thankful we’re as well off as we are. 


The heavy clouds are passing now, the sunshine is in sight, 
The skies are clearing day by day, on all sides there is light 
We’ve reached the bottom—started up. There’s nothing now to 
fear, 
Let’s put our shoulders to the wheel, cut out the groans—and 
CHEER! 














THE BIG LEAK 


More accounts are lost through 
inability of the creditor to locate 
the debtor than from any other 
cause. 


We're specialists in locating 
“skips” and securing their em- 
ployment. 


Credit Managers and collec- 
tors will profit by writing today 
for free trial offer. 


THE TERMINAL MESSENGER SERVICE 
Stuart Building Lincoln, Nebraska 
Sixth Year - - A Complete Service 

















Use Your 


National Emblem 


All members of the National 
Retail Credit Association 
are entitled to use our na- 
tional emblem on their let- 
terheads and collection 
forms. 


34 Inch 
50 cents 


Thousands of them have found it to be 
a real collection help. 





That is why we encourage its use and 
are prepared to furnish electros of our 
emblem for printing on 
your credit stationery. 





We furnish these to 
members only, at cost, 


plus mailing and han- 
dling charges. 





When ordering specify 
size desired. 


1 Inch 
75 Cents 


NATIONAL RETAIL CREDIT 
ASSOCIATION 


1218 OLIVE STREET : : ST.LOUIS 
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